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This thesis examines the interrelationships between product quality and service quality in 
the furniture industry. A review of the literature suggests that product quality and service 
quality provided by a company work together to affect customers’ satisfaction and 
purchase intention. However, there is lack of understanding of the relative roles the two 
quality aspects play and how they affect customers’ perception of each other. In addition, 
most previous studies treat the whole customer shopping process as a one-time experience 
instead of a series of stages.  
 
The argument advanced herein suggests that customers’ experience with a retail store 
providing durable goods is composed of three stages: pre-transaction, transaction, and 
post-transaction, where product quality and service quality play different roles at each 
stage. Two issues are of concern in this thesis: first, how does the importance of product 
quality and service quality in affecting customers’ behavioral intention change from one 
encounter stage to another? Second, how does the interrelationship between product 
quality and service quality change from one stage to another?  
 
An exploratory study, consisting of filed observation, document analysis, staff interview 
and customer interview, was conducted in an established furniture store Alpha to reveal 
preliminary answers to the above questions. Hypotheses, developed based on previous 
studies and exploratory study findings, were then tested in a large sample survey among 
Alpha customers.  
 
  vii
Survey findings suggest that: (i) product quality is more important than service quality in 
affecting customers’ behavioral intention at pre-shopping and shopping stage; (ii) service 
quality is more important than product quality in affecting customers’ behavioral intention 
at post-shopping stage; (iii) service quality positively affects customers’ perception of 
product quality at pre-shopping stage, in particular, personal interaction directly affects the 
perceived product quality; (iv) service quality positively affects customers’ perception of 
product quality at shopping and post-shopping stage, but no particular service dimension 
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Chapter 1 Introduction 
 
1.1 Research Background 
Increasingly, quality is viewed as a primary strategic variable for effective competition in 
the market place (Hansen and Bush, 1999). More and more companies now realize that the 
provision of superior quality products and services enhance reputation, improves 
customers retention, and increase financial performance and profitability (Gummesson, 
1988; Ghobadian, et al., 1994; Wang et al., 2003). It is believed that, in the long run, the 
most important factor affecting business performance is the quality of “goods” and 
“services” offered by the organization (Ghobadian, et al., 1994).  
 
What kinds of quality factors a company should work on depends on what the company 
provides to its customers – products, services, or a combination of both. Traditionally, 
manufacturers only concern about product quality. Many research works which examine 
product quality and its impact on customer purchase decision have been done over years. 
Tools, such as statistical control and six-sigma, have been developed in order to measure, 
control and improve product quality. For pure service settings, such as hospital, banking, 
and tourism, a considerable amount of research on service quality factors and their impact 
on customer loyalty have also been conducted. 
 
Nowadays, manufacturing companies, previously competing solely on superior products, 
are offering services to complement the products and increase its overall value to 
customers. It is reasonable to assume that the two aspects may be interrelated. For 
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example, good maintenance service of an electric product could compensate customer’s 
dissatisfaction caused by the reliability problems of that product, resulting in higher 
overall satisfaction towards the company. However, some practitioners may turn to 
simplify the situation by just emphasizing that both the two quality aspects are important, 
instead of taking them into consideration simultaneously and study their interrelationships 
(Wang et al., 2003). Studies that treat product and service separately may provide an 
incomplete perspective on quality (Hansen and Bush, 1999). Gummesson (1988, 1992) 
emphasized that customer is usually buying the value of total offering and not discrete 
components and activities; thus, companies must study and manage both product and 
service quality and the synergy effects between them. However, until now, there is still 
lack of research which examines how the two quality aspects affect each other and the 
relative importance of the two in affecting customer loyalty.  
 
1.2 Research Objective 
This study aims to better understand the importance of product quality and service quality 
in affecting customers’ behavioral intention at three different customer experience stages: 
pre-transaction, transaction, and post-transaction, in the context of retailing stores that 
provide durable goods. In particular, it tries to address the following to two research 
questions: 
• What is the relative importance of product quality and service quality in affecting 
customers’ behavioral intention at the three experience stages respectively? 
• How does service quality affect customers’ perception of product quality at the 
three experience stages respectively? 
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The research findings could have useful implications for practitioners. It helps them to 
better understand the relationship between product quality, service quality, and customers’ 
behavioral intention. As a result, managers can better balance the efforts and resources in 
improving overall quality and attracts more customers. 
 
1.3 Thesis Structure 
The thesis consists of seven chapters. The structures and contents of the remaining 
chapters are described below. 
 
Chapter 2 reviews the literature related to our research. We introduce the definition of 
quality and its importance in today’s competitive market. We then study the measurement 
models of product quality and service quality respectively. Literature examining service 
quality and product quality in combined frameworks are also studied. We also discuss the 
concepts of transaction process. Research questions are presented at the end of this chapter. 
 
Chapter 3 presents the exploratory case study. The objective and the heeds of conducting 
case studies are firstly discussed. The selection of study case is then explained in details. 
Procedures of conducting the case study are described, and finally, preliminary findings 
are summarized. Case study results are later used in developing hypotheses. 
 
Chapter 4 presents the hypotheses, which are developed based on literature and case study 
findings. Hypotheses about the relative importance of product quality and service quality 
in affecting customers’ behavioral intention, as well as the interrelationship between the 
Chapter 1 Introduction 
 
 4
two quality factors in different stages during their whole shopping experience are 
established.  
 
Chapter 5 describes the development of the survey instrument, which is used to collect 
data testing the hypotheses established in Chapter 4.  
 
Chapter 6 presents the statistical analysis results of the survey data. Structural Equation 
Modeling (SEM) technique is used to examine the relative importance and 
interrelationship between product quality and service quality at various stages. The results 
are discussed to extend current understanding of the roles of the two quality aspects.  
 
The last chapter summarizes the whole thesis, recalling the research questions and the key 
findings. Limitations of this research are discussed and areas for future research are 
proposed at the end of the chapter. Figure 1-1 below shows how the seven chapters are 
related.   
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Chapter 2 Literature Review 
 
2.1 Introduction 
The purpose of this chapter is to review previous literatures that are relevant to our 
research focus. It firstly discusses the definition of quality and its importance in today’s 
competitive market. Following, it examines various measurement models of product 
quality and service quality, as well as their impact on customers’ behavioral intention. The 
fourth part examines previous Literature that studies product and service quality 
simultaneously. After that, we discuss the concept of transaction process. And finally, we 
present the research questions based on gaps identified in the literature. 
 
2.2 Quality in general 
2.2.1 Quality Definitions 
Quality is easy to understand but difficult to define, as it is an elusive concept with 
multidimensional interpretations (Seawright and Young, 1996). Its definitions range in 
scope from narrow definition, such as “conformance to requirement” (Crosby, 1979), to 
broad society-oriented definition, such as “loss to society” (Kolarik, 1995). Various 
definitions of quality are grouped and categorized by some researchers to give a complete 
profile of quality from all perspectives. Garvin (1988) categorized these definitions into 
five generic types: transcendent quality, product-based quality, manufacturing-based 
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quality, user-based quality, and value-based quality. It is so far one of the most well 
known quality classifications.  
 
Transcendent Quality 
According to the transcendent view, quality cannot be defined precisely; it is rather a 
simple, unanalyzable property that we learn to recognize only through experience (Garvin, 
1984, 1988). The statement “I know it when I see it” is an illustration of this approach, 
which is very abstract in nature. This definition offers little practical guidance (Garvin, 
1988). The quality can be real and exist without being measured in any objective sense 
(Gummesson, 1992).   
 
Product-based Quality 
This definition views quality as a precise and measurable variable. “Differences in quality 
thus reflect differences in the quality of some ingredient or attribute possessed by a 
product” (Garvin, 1988). For example, high-quality car has a more reliable engine and 
high-quality fast-food restaurant offers shorter waiting time. In this definition, quality can 
be assessed objectively as it reflects the presence or absence of measurable attributes.   
 
The limitation of this approach also lies on its objective measurement, because a one-to-
one correspondence between product attributes and quality does not always exist (Garvin, 
1988). High quality products could be simply different from others instead of possessing 
more of a particular attribute.  
 
 




Manufacturing-based quality primarily concerns with engineering and manufacturing 
practices. It is originated from product quality measurement in factories. High quality 
product is the one that meets engineering specifications. Once a design or specification 
has been established, any deviation implies a reduction in quality. This definition 
simplifies engineering and production control, but paid little attention to customers’ need 
or perception (Garvin, 1988).  
 
User-based Quality 
This approach defines quality from user’s point of view. Products and services that best 
satisfy customers are viewed as having the highest quality. It is similar as the so-called 
customer perceived quality, which is defined as consumer’s judgment of the superiority or 
excellence of a product or service (Zeithaml, 1988). This definition may conflict to some 
extent with the product-based quality and manufacturing-based definitions (Gummesson, 
1992), as customers usually do not view quality in the same way as manufacturers 
(Parasuraman, et al, 1988).  
 
Value-based Quality 
This is an approach that links quality to costs and prices. According to its definition, a 
quality product or service is a one that provides performance or conformance at an 
acceptable price. Thus, the less expensive one of the two products or services that are 
comparable in features and performances will be considered with higher quality. However, 
besides price, there are many other factors also affect customers’ evaluation of value, such 
as brand name and customer’s economic status. To customers who value more of brand 
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name, the same product produced by a famous company is viewed as having higher 
quality than the less-famous one, even though it is more expensive and there are no 
fundamental differences in performance. Thus, this definition is rather subjective and 
highly constrained by other factors.   
 
2.2.2 Quality Definition Adopted in This Project 
This project aims to explore the relationships between quality and customers behavioral 
intentions. As Stone-Romero et. al (1997) indicated, if the objective of a study is to 
understand consumer behavior, it is critical that the quality measurement is from 
consumer’s perspective rather than claims about quality that offered by manufacturers. 
That is to say, in consumer studies, user-based or perceived quality definition is more 
appropriate. In fact, perceived quality definition is now universally accepted and adopted 
in market research literature (Gummesson, 1992; Ghobadian, et al, 1994). Consequently, 
we adopt the perceived quality perspective for both product quality and service quality in 
this project. 
 
2.3 Product Quality 
2.3.1 Introduction 
The importance of product quality has been emphasized for many years. Product quality 
has been identified as a key variable in determining competitiveness and an effective 
differentiation strategy to create customer loyalty (Steenkamp, 1989). From a perceived 
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quality point of view, product quality represents the customer’s judgment of the 
superiority of the product (Archer and Wesolowsky, 1996).  
 
The importance of perceived product quality in influencing customers buying decisions 
has been emphasized by many literatures (Kuhn & Day, 1962; Takeuchi & Quelch, 1983; 
Garvin, 1988; Stone-Romero et al., 1997). There are also many studies which explicitly 
studied this relationship. For example, in a study of sales performance of a firm producing 
durable goods, Narasinhan et al. (1993) proved that perceived product quality played an 
important role in affecting the sales results, which in return, is a reflection of customer 
purchasing preference. Many other studies proved similar results (e.g. Dodds, et al., 1991; 
Archer and Wesolowsky, 1996; Devaraj, et al., 2001).  
 
2.3.2 Product Quality Measurement  
In order to understand the effect of product quality on customer buying behavior, one 
needs to know how to measure product quality. Product quality is seen to be a multi-
dimensional construct (Garvin, 1988; Stone-Romero and Stone, 1997; Sousa and Voss, 
2002). It could be viewed as an evaluation of the superiority of a set of many attributes 
(Garvin, 1988), where each attribute represents an area that is important to customers. The 
quality level of each attribute may influence customer’s perception of the overall product 
quality.  
 
Researchers have conducted a considerable amount of research on the attributes that affect 
customers’ perceptions of product quality. For example, researchers have examined the 
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reliability of the product as an important factor that affects customers’ buying behavior 
(Krishnan and Monroe, 1987; Rao and Monroe, 1988; Chapman and Monroe, 1990).  
Appearance was also viewed as an important attribute in product quality evaluation, such 
as in the work of Creusen and Schoormans (2005). Besides studying individual attributes, 
some researchers tried to combine all the attributes into some comprehensive frameworks. 
One well-accepted framework is Garvin’s eight dimensions (Garvin, 1988). Another is 
Perceived Product Quality Measure (Stone-Romero and Stone, 1997).  
 
2.3.2.1 Garvin’s eight dimensions 
Garvin (1988) identified eight critical dimensions: performance, features, reliability, 
conformance, durability, serviceability, aesthetics, and perceived quality. Researchers 
found that Garvin’s eight dimensions are a robust framework for research, covering a wide 
range of products and markets (Sousa and Voss, 2002). The dimensions and their 
definitions are summarized in Table 2-1.  
 
Table 2-1 Garvin’s eight dimensions of product quality  
(Source: Garvin, 1988) 
Dimension Definition 
Performance Primary operating characteristics of a product 
Features Characteristics that supplement the product’s basic functioning 
Reliability Probability of a product malfunctioning or failing within a 
specified time period 
Conformance The degree to which a product’s design and operating 
characteristics meet established standards 
Durability A measure of product life 
Serviceability The speed, courtesy, competence, and ease of repair 
Aesthetics Appearance, sound, tastes or smells of a product 
Perceived Quality Images, advertising, and brand names 
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Although the framework is comprehensive, there are some possible limitations. Firstly, as 
mentioned by Gavin (1987) himself, performance and features are not clearly 
distinguished in this framework. The first dimension, performance, measures the primary 
characteristics (e.g. picture clarity of a television set) and the features dimension measures 
the secondary characteristics (e.g. automatic tuners on a television set). For many products, 
it is not easy to differentiate these two dimensions. Secondly, reliability and durability are 
also closely related. A product that does not often fail usually lasts longer than one that is 
less reliable. Ambiguity in distinguishing these dimensions may introduce problems in 
application. High correlations may exist between similar dimensions (e.g. between 
performance and features) for certain products, leading problems in data analysis.  
 
2.3.2.2 Perceived Product Quality Measure 
Perceived Product Quality Measure (PPQM), developed by Stone-Romero et al. (1997), is 
built on intrinsic and extrinsic cues classification. A cue is an attribute, which can be 
defined as any informational stimulus about or relating to the product (Olson, 1977). 
Intrinsic cues are defined as the product’s inherent characteristics, such as performance 
and features. Extrinsic cures refer to non-physical product characteristics that can be 
changed without altering the fundamental nature of the product, such as price and brand 
name (Olson and Jacoby, 1972). Extrinsic cues are product-related but not part of the 
physical product itself (Zeithaml, 1988). In PPQM, Stone-Romero et al. (1997) defined 
four general attributes of product quality, which are flawlessness, durability, appearance, 
and distinctiveness. The first three are measurement of intrinsic cues while the last one is 
about extrinsic cue. The attributes are defined from perceived quality point of view, and 
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thus reflect customers’ believes instead of objective measurement. The four attributes and 
their definitions are listed in Table 2-2 
 
Table 2-2 Perceived Product Quality Measure model (Source: Stone-Romero and Stone, 1997) 
Dimension Definition 
Flawlessness Consumers’ beliefs about the number and types of defects in a 
product 
Durability Consumers’ beliefs about the life-expectancy of a product 
Appearance Physical appearance and stylishness of a product 




In PPQM, the flawlessness attribute is similar as the conformance dimension in Garvin’s 
while appearance is the same as aesthetics. Durability attribute combines Garvin’s 
reliability and durability, and distinctiveness is related to extrinsic cues such as price and 
brand name.   
 
2.3.3 Product Quality Measurement Comparison  
It could be observed that, PPQM model defines basically similar quality attributes as 
Garvin’s eight dimensions, except in three dimensions: performance, features and 
serviceability. The lack of measurement of performance and features is a possible 
limitation of PPQM model. Stone-Romero and Stone also stated that, for certain types of 
product, it may be useful to have measures of several other aspects of quality, such as 
performance and features. On the other hand, Garvin extended the concept of product 
quality to include serviceability dimension, which measures after-sale services. This 
classification, to some extent, indicated that service quality could affect customers’ 
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perception of product quality. However, when considering service and product as two 
different concepts and trying to study their relationships, including part of the services as a 
dimension of product quality may raise ambiguity.  
 
With some adjustment, the frameworks discussed could be used as benchmark for product 
quality measuring. However, as pointed out by Sousa and Voss (2002), in some cases, we 
may need to consider other quality dimensions, as product quality sometimes can be quite 
industry or product specific. 
 
2.4 Service Quality 
2.4.1 Introduction 
Faced with intense competition in product quality, companies are increasingly turning to 
services as a new source of competitive advantage, revenue generator and product 
differentiator (Hummel and Savitt, 1988; Ghobadian et al, 1994; Sawhney et al., 2004). 
Similar to product quality, service quality is defined as consumer’s judgment of the 
service’s overall excellence and superiority, that is, perceived service quality 
(Parasuraman, et al., 1988).  
 
The importance of service quality in affecting customer buying behavior has been 
extensively studied. Many research works show a strong positive relationship between 
perceived service quality and customer purchasing intention or loyalty (Parasuraman, et al., 
1988, 1991; Boulding et al., 1993; Taylor and Baker, 1994; Zeithaml et al., 1996; Magi 
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and Julander, 1996), as well as between perceived service quality and customer 
satisfaction, which further influences customer purchase behavior (Woodside et al., 1989; 
Cronin and Taylor, 1992; Anderson and Sullivan, 1993; Gotlib, et al., 1994; Patterson and 
Spreng, 1997; Roest and Pieters, 1997). Clearly, there is a strong effect of service quality 
on customer purchase intention.   
 
2.4.2 Service Quality Measurement 
To study the relationship between service quality and customer purchase intention, we 
need to identify a suitable measurement model for service quality. Similar to product 
quality, service quality could also be viewed as a multi-dimensional construct. There are 
many ways to define the multiple attributes of service quality. Among them, the most 
popular measurement model is SERVQUAL, proposed by Parasuraman et al (1988).  
 
2.4.2.1 SERVQUAL 
Parasuraman et al (1988) proposed that regardless of the type of service, consumer used 
basically similar criteria to evaluate service quality. Their original framework include 10 
key dimensions, which are reliability, responsiveness, competence, access, courtesy, 
communication, credibility, security, understanding/knowing the customer, and tangibles 
(Parasuraman et al, 1985). These dimensions were later regrouped into a 22-item, five-
dimension model, known as SERVQUAL. The dimensions of SERVQUAL and their 
definitions are summarized in Table 2-3. 
 
Chapter 2 Literature Review 
 
 16
Table 2-3 SERVQUAL dimensions (Source: Parasuraman, et al., 1988) 
Dimension Definition 
Tangibles Physical facilities, equipment, and appearance of personnel 
Reliability Ability to perform the promised service dependently and 
accurately 
Responsiveness Willingness to help customers and provide prompt service 
Assurance Knowledge and courtesy of employees and their ability to 
inspire trust and confidence 
Empathy Caring, individualized attention the firm provides its customers
 
 
SERVQUAL has been empirically tested in a number of studies involving different 
settings. Lee and Hing (1995) demonstrated how easily and inexpensively the 
SERVQUAL instrument could be used to identify the strength and weakness of a 
restaurant’s service quality. Bigne et al (2003) demonstrated that SERVQUAL is a valid 
and reliable instrument for measuring service quality in the study of travel agencies. And 
Gilbert and Wong (2003) successfully applied SERVQUAL in a study of airline services.  
 
Although SERVQUAL’s adaptability and validity has received broad acceptance and 
support (Schneider and White, 2004), as indicated by Gummesson (1992), the quality 
dimensions identified in SERVQUAL are limited to a few service industries, mainly 
“pure” service context. Thus, it still faces generalize-ability problem. Researchers have 
explored the fitness of SERVQUAL in many specific industries. Some claimed its poor 
fitness in industries such as retailing (Dobholkar et al., 1996; Finn and Lamb, 1991; 
Cronin and Taylor, 1992). Others suggested that SERVQUAL could be used as basic 
framework but adjustments are necessary and extra dimensions should be added (Carman, 
1990). Babakus and Boller (1991) suggested that the dimensionality of service quality 
should depend on the type of services under study.  
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Based on SRVQUAL, some authors developed industry-specific instruments, such as 
LODGSERV for lodging properties (Knutson, Stevens, Wullaert, Patton, and Yokoyama, 
1990), DINESERV for restaurant (Stevens, Knutson, and Patton, 1995), and the Retail 
Service Quality Scale for retailing industries (Dabholkar, Thorpe, and Rentz, 1996).  
 
2.4.2.2 Other service quality measurement models 
Besides SERVQUAL, there are various other measurement models developed for service 
quality. Although they may not be as comprehensive and popular as SERVQUAL, they do 
uncover some dimensions that are important to service quality evaluation. 
 
Crönroos (1990) divided quality into two broad dimensions: technical (or outcome) 
dimension and functional (or process-related) dimension. Technical dimension measures 
what the customer is left with, i.e. the eventual outcome of the service process. Functional 
dimension measures how the service is addressed to the customer, that is, the service 
process. There is another dimension according to Crönroos, that is, corporate image. It is 
claimed that customers’ perception of a company’s trustworthy also plays a role in 
affecting their perception of service quality. Further, Crönroos integrated previous studies 
of service quality dimensions and summarized the results in his Six Criteria of Good 
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Table 2-4 Crönroos’s Six Criteria of Good Perceived Service Quality (Source: Crönroos, 1990) 





The customers realize that the service provider, its 
employees, operational systems, and physical 
resources, have the knowledge and skills required to 
solve their problems in a professional way  
Attitudes and 
Behavior 
The customers feel that the service employees are 
concerned about them and interested in solving their 
problems in a friendly and spontaneous way 
Accessibility 
and Flexibility 
The customers feel that the service provider, its 
location, operating hours, its employees, and 
operational systems, are designed and operate so that it 
is easy to get access to the service and so that they are 
prepared to adjust to the demand and wishes of the 
customer in a flexible way 
Reliability and 
Trustworthiness 
The customers know that whatever takes place or has 
been agreed upon, they can rely on the service 
provider, its employees and systems, to keep promises 




Recovery The customers realize that whenever something goes 
wrong or something unpredictable unexpected happens 
the service provider will immediately and actively take 
actions to keep them in control of the situation and 





The customers believe that the operations of the 
service provider can be trusted and gives adequate 
value for money, and that it stands for good 
performance and values which can be shared by 




Service quality measurement model have also been developed specially for retailing 
industry. Two models are examined here: Integrated Customer Service Concept and Retail 
Service Quality Scale. 
 
Hummel and Savitt (1988) developed a framework called Integrated Customer Service 
Concept (ICSC), which contains four interrelated dimensions: availability, convenience, 
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support, and information. By availability, the authors mean the physical availability of 
merchandise. Convenience may include location of facilities, operation hours and 
checking out methods. Convenience may also be achieved though access to information 
about the available offerings. Support includes installation, maintenance, repair and so on. 
It also includes ensuring the availability of complementary or required items. Information 
serves to tie the other three dimensions together. For examples, “information can prevent, 
or reduce the effects of, availability failures; timely information on changes in demand can 
prevent stockouts by indicating when changes in ordering policies are needed; information 
enhances convenience by indicating what is available, or unavailable, when it will be 
available” (Hummel and Savitt, 1988, pg. 15). The four dimensions are highly interrelated, 
and thus, no single dimension could explain a service problem thoroughly. It may reflect 
part of the reality. However, the correlations may be ambiguous when tracking the root 
cause of a problem in retailing service.  
 
Dabholkar et al. (1996) developed a more structured framework called Retail Service 
Quality Scale, which is a three-level structure and contains five major dimensions, as 




















Figure 2-1 Retail Service Quality Scale 
 
 
Physical aspects dimension is akin to SERVQUAL’s tangibles dimension, but it also 
encompasses the convenience offered by the layout of the physical facilities. Reliability 
dimension includes the availability of merchandise. Personal interaction measures both 
staff attitude towards customers and their knowledge of the products. Problem solving 
addresses the handling of returns and exchanges as well as of customer complaints. 
However, as the author indicated, this dimension would also involve interaction between 
the customer and company employees. Policy dimension captures aspects of service 
quality that are directly influenced by store policy, such as opening hours and credit policy. 
The authors claimed that the measurement tool is suited for studying service quality in 
















Doing it right 
Inspiring confidence 
Courteous 
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2.4.3 Service Quality Measurement Comparison 
Table 2-5 summarizes the major measurement models we have discussed so far. It could 
be observed that these models share some common dimensions while at the same time, 
different in others.  
 
Table 2-5 Service Quality Measurement Models Comparison 
Measurement Model Dimensions 
SERVQUAL 
(Parasuraman et al., 1988) 





Six Criteria for Good 
Perceived Service Quality  
(Crönroos, 1990) 
1. Professionalism and Skills 
2. Attitudes and Behavior 
3. Accessibility and Flexibility 
4. Reliability and Trustworthiness 
5. Recovery  
6. Reputation and Credibility 
Integrated Customer Service 
Concept  





Retail Service Quality Scale 
(Dabholkar et al., 1996) 
1. Physical Aspects 
2. Reliability 
3. Personal Interaction 
4. Problem Solving 
5. Policy 
 
Unlike the others, dimensions in Integrated Customer Service Concept are highly 
correlated, which makes measurement and comparison difficult. Thus, only SERVQUAL, 
Crönroos’s model, and Retail Service Quality Scale (RSQS) are compared here.  
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It could be noticed that the three models share several common dimensions. Firstly, they 
all include Reliability dimension. Secondly, Responsiveness and Empathy in SERVQUAL 
are included in Crönroos’s Attitude dimension, which means the same as Courtesy (one 
sub-dimension of personal interaction) in RSQS. Thirdly, Assurance in SERVQUAL, 
Professionalism in Crönroos’s, and Inspiring confidence (one sub-dimension of personal 
interaction) in RSQS all refer to the same aspect.  
 
SERVQUAL did not include Recovery as in Crönroos’s, while RSQS does (Problem 
solving in RSQS).  SERVQUAL does not include Policy as in RSQS, while this 
dimension could be included in Crönroos’s Accessibility and Flexibility. Both 
SERVQUAL and RSQS include Appearance as one important factor, while Crönroos’s 
model does not. However, the Appearance dimension defined by SERVQUAL is different 
from that of RSQS, where the appearance dimension also includes the convenience 
offered to the customer through good layout of the physical facilities. The one dimension 
that is unique to Crönroos’s model is Reputation and Credibility. It could be concluded 
that, all the dimensions in SERVQUAL are included in RSQS. Crönroos’s model and 
RSQS are different in two dimensions: Appearance and Reputation & Credibility; RSQS 
only includes the first one while Crönroos’s model only includes the other.  
 
The lack of dimensions (e.g. recovery) in SERVQUAL could be explained by the context 
under which the model was developed. It was developed under pure-service settings, 
where there are no physical products, such as banking. In most of such contexts, the 
services under investigation are not used to complement the products. Thus, SERVQUAL 
topology does not include those dimensions that could be related to physical products, 
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making it not suitable given the context specified in this project. Crönroos’s model is a 
kind of summarization of previous works and has not been statistically proved. Retail 
Service Quality Scale, since it targets retailing industry where both product and service are 
offered, turns to be more appropriate for the context of this study. It should also be noted 
that, similar to product quality, each industry setting has its own specific service quality 
dimensions. Many of them may not be examined in those general frameworks or 
topologies.  
 
2.5 Product Quality and Service Quality Integration 
2.5.1 Relationship between service quality and product quality 
Several researchers have indicated that service quality may have impact on customers’ 
perception of product quality. 
 
Garvin (1988) included serviceability as one dimension of product quality measurement. 
According to him, serviceability means the speed, competence, and courtesy of repair, 
which belong to after-sale services. Although Garvin did not examine how and to what 
extent these factors affect customer’s perception of product quality, his work indicates that 
after-sale services does have some impact on customer’s perception of product quality, 
and thus on customer’s overall evaluation of the company.  
 
In their study of the influence of retail store environment on quality inference, Baker et al. 
(1994) discovered that store environment has a major influence on consumer’s inferences 
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about merchandise quality. Baker et al. treated environment factor as a separate factor 
from service quality. However, most other works (e.g. Parasuraman et al., 1988; 
Dabholkar et al., 1996) treat this factor as an attribute of service quality. Baker’s work 
also shows that another service quality attribute (i.e. physical appearance) also has 
positive effect on customer’s perception of product quality. 
 
2.5.2 Product quality and service quality work together 
Several researchers have tried to combine product quality and service quality in some 
integrated frameworks and study their impact on customer’s evaluation of total quality or 
purchase intention. 
 
Sparks and Legault (1994) suggested a definition of quality for total customer satisfaction, 
which included both product quality and service quality. Although they did not 
empirically examine the interrelationship between the two quality aspects, they did 
indicate that service quality attributes could affect customers’ perception of product 
quality.  
 
Archer and Wesolowsky (1996) examined how product quality in cars and after-sale 
service, as well as the interactions between them, affect customer’s satisfaction and future 
purchasing intensions. They used Critical Incident Technique (CIT) to collect customers’ 
extreme happy and unhappy experiences with the vehicle itself, as well as the services 
provided. They found that both product and service quality are important to customers, 
and some attributes of the two aspects may be correlated. However, due to the limitation 
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of CIT methodology, they could only examine the extreme cases. Thus, the quality 
dimensions identified (reliability and design under product quality, personal interaction 
and warranty under service quality) only covered a small portion of the whole set of 
dimensions that may be important to customers. Also, their service study only focused on 
after-sale services. There is no mention about how the service quality and product quality 
influence customer’s decision before and during the sales process.  
 
Sweeney et al. (1997) conducted a study examining the way in which service quality at the 
point of purchase influences consumer’s perception of value and willingness to buy. The 
authors proposed two models to measure the impact of service quality on customer’s 
perception of product quality, value, and willingness to buy. Figure 2-2 shows the final 
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In Sweeney’s study, Crönroos’s classification of service quality dimensions (technical 
dimension and functional dimension) was adopted. The study found that technical service 
quality had a significant effect on product quality and value perception, hence indirectly 
influencing people’s willingness to buy; functional service quality influenced technical 
service quality,  and had both indirect (through product quality and value perception) and 
direct influence on willingness to buy.  It was also found that, service quality perception 
had a greater influence than product quality on willingness to buy in the study context. 
The study also found that the influence of relative price on customer’s value perception 
and willingness to buy was minor and thus could be neglected. The study is limited to the 
quality perception at the point of purchasing of the good. 
 
In the study of softwood lumber, Hansen and Bush (1999) brought forward the idea of 
total product quality. They combined the five service quality dimensions of SERVQUAL 
and adjusted product quality dimensions of Garvin’s in their total quality measurement 
model. Their survey showed that both product-related quality and service-related quality 
are important factors in customer’s evaluation of so-called total product quality. Another 
finding was that, for commodity-like products, such as softwood lumber, dimensions 
representing physical product characteristics were rated by customers more important than 
service dimensions in a company’s performance evaluation. It shows that product quality 
and service quality are not equally important in affecting customer’s satisfaction. However, 
the study did not touch on the possible interrelationship between product and service 
quality dimensions. 
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In another study of automotive industry, Devaraj et al. (2001) examined the simultaneous 
impact of product and service quality on consumers’ purchase intentions. The study 
showed that both service satisfaction and product quality perception positively affect 
customers’ loyalty. However, the study only examined after-sales services.  
 
In their study of retail experience, Terblanche and Boshoff (2001) found that both service 
quality elements (persona interaction, product variety and assortment) and perceived 
product quality strongly impact the overall customer satisfaction with the store.    
 
Wang et al. (2003) examined the effect of product quality and service quality on bank 
reputation in an integrated framework. They found that both quality aspects were 
important to customer satisfaction. Also, the study showed that two attributes of service 
quality (tangibles and reliability) impact customer’s perception of product quality. 
However, in the case of banking study, there is little distinction between service and 
product. Services supplied by banks could also be viewed as bank’s products. Thus, 
product quality and service quality shares too many common attributes in this particular 
context.  
 
In conclusion, some researchers have proved that both product quality and service quality 
are important antecedents in customer’s purchasing decision. Interrelationships may exist 
between the attributes of these two quality aspects. However, only limited research works 
have compared the relative importance of product and service quality in affecting 
customer behavioral intention. Of these, most only focused on a particular time of period, 
either at the point of purchasing, or during after-sales period.  
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2.6 Transaction Process 
2.6.1 The Transaction Process Concept 
Most previous research in service quality tends to assume, and hence treat, customer 
encounter with the service as a one-stage process. Many others only concern about the 
final outcome of the service process. While this maybe true for service encounters such as 
over-the-counter services in banks which last for a very short period of time, other service 
encounters like buying custom-made products usually last for a longer period of time and 
involve a series of distinguishable stages. In such cases, the service process may play a 
greater role than the actual outcome in determining customer’s overall satisfaction 
(Danaher and Mattsson, 1994). Also, as the customer experiences the various stages in a 
particular order, customer’s satisfaction would be influenced by the stages preceding the 
present stage (Danaher and Mattsson, 1994; Lemmink, et al, 1998). Thus, it would be 
more appropriate to treat service process as a series of encounters. The experience with 
product quality may not follow such an obvious process. However, the relationships 
between product quality and service quality may not be the same as service elements 
change over time. At certain point of time, customers may concern more about product 
quality (i.e. when using products), while at other occasions (i.e. return and exchange) they 
may need more services and thus value service quality as more important than product 
quality. Also, as service elements change, the way that service affects customers’ 
perception of product quality may also vary. Thus, taking the ownership experience as a 
series of stages is applicable to the integration of products and services. 
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2.6.2 Number of Stages 
The number of distinct stages of an encountering process is affected by the nature of the 
service under investigation (Singh, 1991; Armstrong 1992). Danaher and Mattsson (1994) 
identified 5 distinct encounters in their study of hotel service experience: check-in, the 
room itself, the restaurant, breakfast, and check-out. Archer and Wesolowsky (1996) 
indicated that there is a distinct cycle in the car ownership process, which includes six 
stages: acquisition, delivery, break-in, early life, mid life, and wear-out. In their study of 
restaurant service quality, Lemmink et al. (1998) divided the service delivery process into 
four stages: reception, ordering, meal and check-out. However, in a study which is also 
about restaurant service quality, Hanefors and Mossberg (2003) split the process into three 
stages: pre-consumption, consumption and post-consumption. It could be noticed that, the 
way to divide the encountering process is really context-specific. For studies of retailing 
industry, customer experience is usually divided into three stages, as indicated by Hummel 
and Savitt (1988). The three stages are pre-transaction, transaction, and post-transaction. 
This kind of classification was supported by several studies (e.g. Schneider and White, 
2004). For the context of this study, where both product and service are offered and the 
service complement the product, the process should begin with knowing the product, 
shopping in the store where the product is sold, and finally consuming the product. Thus, 
it would be appropriate to divide the encountering process into three stages: pre-
transaction, transaction, and post-transaction.  
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2.6.3 Product and Service Qualities at Different Stages 
Previous literature usually studied product quality and service quality as a one-stage 
experience, thus, they did not distinguish various quality elements at different stages. For 
product quality, it is still reasonable that customers use the same set of elements to 
measure it. However, as indicated by Hummel and Savitt (1988), service quality may be 
composed of different elements at the three stages. Table 2-6 listed some of the important 
service elements mentioned by Hummel and Savitt at different transaction stages.  
 
 
Table 2-6 Encountering stages and their quality dimensions for retailing industry  
(Source: Hummel and Savitt, 1988) 
Stage Important Factors 
Pre-transaction • Policies 
Transaction • Inventory availability 
• The availability of substitutes 
• Information availability 
• Purchase convenience 
Post-transaction • Installation 
• Warranty support 
• Alternations 
• Repairs 




Not only the quality elements vary, the importance of these elements is also different. 
Garvin (1988) stated that, not all quality dimensions are equally important and a company 
need not pursue all the quality dimensions simultaneously. Hansen and Bush (1999) also 
claimed that, not all quality dimensions contribute equally to perceptions of the total 
quality. “Good performance on the more important dimensions may be requisite to 
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providing quality; whereas, performance on dimensions of lesser importance may not 
significantly influence customers.” (pg. 128). Thus, it could be concluded that individual 
quality dimensions have different importance level. Therefore, service quality and product 
quality, as collective general factors of these individual quality elements, should also be 
different at various stages. Thus, it would be useful to study the relative importance and 
interrelationship of product and service quality at each encounter stage. By identifying the 
relative importance of the two aspects, companies could better balance the resources and 
efforts putting on improving the overall quality and customer satisfaction. 
 
2.6.4 Customer Intention at Different Stages 
Customer behavioral intention examines the final outcome of customer satisfaction with a 
company’s products and services. This is usually referred to as customer loyalty (Devaraj 
et al., 2001; Magi and Julander, 1996; Anderson and Sullivan, 1993; Cronin and Taylor, 
1992). If taking the series of transaction stages view, it could be realized that not only the 
factors that compose of product quality and service quality are different at the three stages, 
customer intention also represents specific attitude at a particular stage. At pre-transaction 
stage, it reflects customers’ willingness to visit the shop, while at transaction-stage, it is 
about their willingness to purchase the products. Customer intention appears at customers’ 
willingness to repurchase from the company and recommend it to other people at post-
transaction stage. As customers’ behavioral intention varies at the three stages stages, the 
way that product quality and service quality affect the behavioral intention should also be 
different.  
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2.7 Conclusion and Research Questions 
In this chapter, we carefully examined literature about product quality, service quality, and 
their effects on customer purchase intention respectively. In their respective domain, 
qualities of product and service have been extensively studied. However, not much work 
has been done to examine the interrelationship of the two quality aspects, as well as their 
combined effect on customer repurchase decision. It is also unclear how important the role 
of service quality is in affecting customer’s perception of product quality, especially in 
current market environment, where service is increasingly used to complement the 
competitiveness of product. It is also found that customers’ experience with a company is 
composed of several encounter stages. Product quality and service quality may play 
different roles at each stage. Concerning these problems, this thesis tries to address the 
following research question: 
How do product quality and service quality affect customer’s behavioral intention 
over time? 
 
The research question can be answered by examining the following two sub-questions: 
1. How does the importance of product quality and service quality in affecting 
customer’s behavioral intention change from one encounter stage to another? 
2. How does the interrelationship between product quality and service quality change 
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Chapter 3 Exploratory Study 
 
3.1 Introduction 
Given the lack of in-depth prior research on the integrated effect of product quality and 
service quality, we adopted a multi-method approach, sequentially combining the richness 
of in-depth qualitative exploratory study with the parsimony of quantitative survey data.  
 
A multi-method approach is defined as a combination of methods, embodying different 
paradigms, developed specifically for the task (Mingers, 2001). This approach was 
appropriate in this study for two reasons. Firstly, only a very limited number of prior 
researches have examined the relationship between product quality and service quality, 
and their dynamic changes over time. Observations and interviews of this relationship at 
different stages in an exploratory study would provide a richer understanding of this 
dynamic process. Based on qualitative study, we were able to identify preliminary answers 
to our research questions, which could then be used to build the hypotheses. Secondly, as 
indicated in previous chapter, quality factors are context-specified. Prior to the study of 
the relationship between the two quality aspects, it is necessary to identify the elements of 
each quality factor in the study context. An in-depth exploratory study would help the 
author to give meanings to each abstract quality factor in the measurement models. 
Hypotheses that are built based on literature and exploratory studies would then be tested 
through a large scale survey to give conclusive answers to the research questions.  
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In this study, the first part of the multi-method approach is an in-depth exploratory case 
study over three months. The following sections explain in details the study case selection, 
study approach and results obtained.  
 
3.2 Case Selection 
To examine the interrelationship between product and service quality, it is necessary to 
choose a setting where the overall customer satisfaction is likely to be an even 
combination between satisfaction with product quality as well as satisfaction with service 
quality.  
 
Industrial cases that could be studied must fulfill several requirements to meet the context 
specified by this project. Firstly, the company should manufacture products and sell to end 
consumers. Secondly, there must be sufficient service elements to support the selling and 
using of products. Thirdly, it would be ideal for the case to achieve relatively equivalent 
quality level for both product and service. Excellent product quality with poor service or 
the other way round may introduce bias to the study.   
 
To obtain an in-depth understanding of the proposed research questions, the study of one 
case should last for a reasonably long time and explore all the related aspects. Due to time 
and resource limitations, we conducted an exploratory study in a company, with sufficient 
depth on extensive aspects. A single case is able to uncover the important relationships 
between product quality and service quality, which could also be applied to other 
companies.  
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Based on the above criteria, we have selected Alpha as our study case. Alpha is an 
established furniture company which has been operating in Singapore since the late 1970s. 
Its main products are wood-made furniture, as well as furniture accessories and household 
articles. Alpha store is also well-known for its excellent in-store and after-sales services 
supplied to its customers. After obtaining permission and support from the management 
team, we have conducted a three-month in-depth study in Alpha Singapore from October 
2004 to February 2005.  
 
3.3 Study Methodology 
3.3.1 Study design 
To obtain a deep understanding of how product quality and service quality affect 
customer’s purchase intention, a comprehensive study was designed to make use of all the 
possible information sources. It included four areas: field observation, documentation 




The main task is to observe customer shopping process, complaining process, as well as 
the process of service staff attending to customers and solving their problems. The 
researcher could obtain a preliminary understanding about the important product and 
service quality factors that may affect customers’ satisfaction in these processes.  
 




One effective way to obtain an in-depth understanding of the quality factors that affect 
customers’ satisfaction towards product and service quality is to examine the historical 
records that are related to quality issues, such as customer complaints, general feedbacks, 
and new product information files.  
 
Customer complaints are important source of information for understanding better the 
customers’ requirements towards products and services. Complaining can be a 
troublesome experience. If a customer decides to take the trouble to complain to the 
company, it shows that the customer is extremely unhappy.  Quality factors that are 
mentioned in the complaints are the important aspects that are important to customers. 
 
Customer feedback form is another channel for the company to communicate with 
customers. In Alpha, feedback forms are placed at various places in the store to allow 
customers to provide feedback comments they might have.  These comments usually 
reflect customers’ potential needs, which may cause loyalty problems under particular 
situations. Many feedbacks also include complaints or compliments, which could be used 
to study quality factors that influence customers’ satisfaction as well.  
 
For each new product the company designed and would sell, there is an information sheet, 
which contains all the necessary information about the new product. By reviewing this 
information, we are able to find out the important quality factors that the company is 
trying to promote to its customers. Customers’ purchase intention may be influenced by 
the given information.  




Company staff deal with products and serve customers everyday. Thus, they have a good 
understanding of product quality and service quality, as well as the possible relationships 
between the two quality aspects.  
 
Customer Interview 
To study customer satisfaction, it is always effective to get information from customers 
directly. Customers’ opinions may or may not be inline with the information collected 
from staff interviews, which comes from the company’s point of view.  
 
3.3.2 Data Collection 




The author worked with the customer service department and sales floor for two weeks 
respectively. Customer’s shopping behavior, frequently asked questions, and their 
discussions while choosing items were observed and taken down on notes. The notes were 
organized and transcribed later.  
 
Documentation Analysis 
The author reviewed two sets of customer complaints. One was from service department, 
which included 94 pieces of complaints. The other set was from quality control 
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department and 84 pieces of records were included. Most complaints were addressed to 
the post-transaction stage. The author wrote a short summary for each piece of complaint, 
which included quality factors that were mentioned by the customer, customer’s 
dissatisfaction level as indicated by the tone of the complain, and their possible future 
behavioral intention if indicated in the complaint.  
 
A total of 108 general feedbacks regarding the product and service quality issues were 
reviewed. Among them, 98 pieces were related to service quality while 10 were about 
product quality. Similar to in customer complaints, a short summary was written for each 
piece of feedback. 
 
We also reviewed a set of product information sheets, which contained information of 




A suitable interviewee should be someone who has sufficient experience with the 
company. The longer the time they were with the company or the higher the position they 
were holding, the more experience they have. 14 employees were selected based on this 
criterion. They were either department managers or senior front-line staff, and from five 
departments, whose job functions were highly related to product or service. The five 
departments were marketing, decoration team, sales, product quality control, and customer 
service.  
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Each interview lasted approximately 60 minutes. Respondents were asked to share their 
experiences on the important product and service quality factors, as well as the 
relationship between the two aspects. The concept of three-stage shopping experience was 
also briefly introduced. All interviews were tape-recorded whenever permission were 
given. All tape recording were transcribed into typewritten form within two working days 
after completion of the interview. 
 
Customer Interview 
Forty groups of customers were interviewed. A group may be one family, one couple, or 
one single customer. At the time they were interviewed, some interviewees were still 
browsing in the store; others had selected items and checked out. The selection of 
interviewee was not totally random. The author paid attention to the customers being 
interviewed, to make it represent a wide range of customer types. We believed that the 
customer types and their population percentage in this sample reflected the real overall 
customer population.  
 
The interview was on average 15 minutes long. In order not to constrain or influence 
customers’ thinking, each interviewee was asked a set of open-ended questions. The 
questions covered the frequency of visiting the store, product and service factors that they 
like and dislike most, as well as their purchase intention. Interviews were tape recorded 
whenever permission were given. All tape recording were transcribed into typewritten 
form within one working day after completion of the interview. 
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Table 3-1 summarizes the four methods used in this case study, as well as the details of 
how these studied being conducted.  
 
Table 3-1 Methods used in exploratory case study  
Method Action Detail 
1. Observed in customers 
service counter for 2 weeks Field 
Observation 2. Observed in sales floor for 
2 weeks 
 
1. Examine customer 
complaints 
• 94 pieces from service department 
• 84 pieces from quality control 
department 
2. Examine customer feedback 
• 108 cases, of which 98 cases related 
to service quality and 10 cases 
related to product quality 
Document 
Analysis 
3. Examine new product 
information • Information of 50 new products 
Staff 
Interview  
• 14 staff from 5 departments 
(marketing, decoration, sales, product 
quality control, customer service) 
1. In-store • 15 groups of customers 
1. Item collection area • 15 groups of customers Customer Interview 
2. Casher area • 10 groups of customers 
 
 
3.3.3 Data Analysis 
Raw data are carefully reviewed and analyzed by the author to get comprehensive 
conclusions. To improve the reliability and validity of the abstracted factors and the 
possible relationships, another independent researcher was invited to review the raw data 
and summarize the factors based on her knowledge and understanding. The independent 
reviewer was not involved in this project; however, her research focus was also on service 
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quality, which means she had the basic knowledge of product quality and service quality, 
but at the same time maintained a neutral and unbiased view of the data. The results 
obtained from reviewer and the author were then compared. Sometimes disagreement 
raised on the classification of certain items. For minor disagreement issues, the reviewer 
and author would discuss until agreement is reached. If the disagreement is large, that 
particular issue would be brought to a third independent reviewer, and we would then 
discuss until agreement is reached.  
 
Product and service quality factors were classified based on the measurement models 
examined in previous literature with adjustments, as discussed in the following paragraphs.  
 
Product quality measurement  
Perceived Product Quality Measure is used as the basic framework of product quality 
measurement. As discussed in previous chapter, there is a lack of performance and 
features dimension in this framework as in Garvin’s eight dimensions. For furniture 
products, performance and features are crucially important to customers, which are 
reflected in our observation and interviews. At the same time, it is not easy to distinguish 
between performance elements and features elements of furniture. Thus, we add another 
dimension, functionality, to measure the performance and features of the product. 
Perceived Product Quality Measure with the additional functionality dimension is used to 
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Service Quality Measurement 
Retail Service Quality Scale (Dabholkar, 1996) is used as the basic measurement model. 
As service contains different elements at various stages, some adjustments are needed. It is 
noticed that, the problem solving dimension in Retail Service Quality Scale only covers 
services that occur at the post-transaction stage. Dabholkar also indicated that the problem 
solving process may cover elements that are under other dimensions, such as personal 
interaction. This correlation problem could be overcome by taking the transaction stage 
point of view. In cases of a series of transaction stages, there is no problem solving needed 
at pre-transaction and transaction stages. For post-transaction stage, problem solving could 
be represented by how staff handle customers’ problems, that is, personal interaction 
dimension. Thus, by taking the transaction stage point of view, the problem solving 
dimension could be eliminated from the measurement model.  Also, it is noted that, 
customer care less about how the policies are stated on paper than how the services 
indicated in the policies are executed by the store and its employees. That is, customers 
care more about whether the store keeps its promise to provide those services as indicated 
in their policies, or in other words, the reliability of the service. For this reason, policy 
dimension is also eliminated from the measurement model. Elements covered by the 
policy dimension in the Retail Service Quality Scale are grouped into reliability dimension. 
We tend to measure how the store executes these services rather than whether it claims 
that it has those services. Thus, Retail Service Quality Scale without problem solving and 
policy dimensions are used to measure service quality in this study. 
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3.4 Discussion of preliminary study results 
Quality factors and the relationships identified in the preliminary case study at each 
transaction stage are summarized in the following sections. As discussed in the previous 
chapter, the pre-transaction stage refers to the period before customers visit the store, 
when they have a need or intention to purchase certain items and make decisions of what 
store to visit. The transaction stage refers to the period from customer entering the store 
until them leaving the store after purchasing and post-transaction stage refers to the period 
from starting use the product until discard it. 
 
3.4.1 Pre-transaction Stage 
Data related to pre-transaction stage was obtained from customer interviews, staff 
interviews, and customer feedback files. Important product and service quality factors 
were identified, as well as the relative importance of the two aspects. None had mentioned 
the interrelationship between product and service quality. It should be noted that, 
customers haven’t experienced both product and service quality at this stage. Their 
perception of the two quality aspects actually reflect what they care most when making 
visiting decision. And this perception may be formed based on their past experience with 
the company, or word-of-mouth from other customers. 
 
3.4.1.1 Product quality factors 
Three product quality factors have been identified: Durability, Appearance, and 
Performance & Features. 
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Based on the interviews with customers, by durability, customers refer to how long the 
product could last and perform its functionalities. Appearance is mainly about the style of 
the design: modern or countryside, complicated or simple, and so on. Many customers 
claimed that the style of Alpha’s product is quite unique, which is one important factor 
that attracts them to the store. Talking about performance & features, customers concerned 
about whether the functionalities of the product meets their needs. Table 3-2 summarizes 
the product quality (PQ) factors and their sub-dimensions.  
 
Table 3-2 PQ factors that affect customers’ satisfaction at pre-transaction stage 
No. PQ Factors Sub-dimensions 
1 Durability Products can last for a long time1 
2 Appearance Design style is attractive 1,2 
3 Performance & features Functionalities meet the needs1 
       Sources:  1Customer interview; 2 Staff interview 
 
 
3.4.1.2 Service Quality factors 
Service quality factors that have been mentioned include physical aspects, service 
reliability, and personal interaction. 
 
By physical aspects, customers mean that the well-designed settings and physical layout of 
the store made their shopping process enjoyable. Service reliability is mainly about the 
wide range of products, which gives customer a lot of choices. In particular, many 
customers emphasized the importance of a wide variety of choices for a particular type of 
furniture, from which they could always find one item that meets their needs. At the same 
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time, customers could find related products with the same design pattern to match their 
main products. For example, customer could easily find a dinning chair with style and 
color exactly match the table he is going to buy. This gives customers the choice of a 
matching set of furniture. Customers also mentioned that how the store handles exchange 
& return of products is important. Staff’s attitude toward customers, which falls under 
personal interaction, is viewed as another important service factor. Customers believed 
that friendly and helpful staff would make their shopping experience comfortable. Table 
3-3 summarizes the service quality (SQ) factors and their sub-dimensions.  
 
Table 3-3 SQ factors that affect customers’ satisfaction at pre-transaction stage 
No. SQ Factors Sub-dimensions 
1 Physical aspects Comfortable setting and layout1 
Wide range of selection1,2 
Execution of return and exchange policy1,2 2 Reliability 
Opening hours3 
3 Personal interaction Helpful and friendly staff1,2 
       Sources:  1Customer interview; 2 Staff interview; 3General customer feedback. 
 
 
3.4.1.3 Relative importance of product quality and service quality 
Both customer and staff interviews imply that product quality could be more important 
than service quality in affecting customers’ satisfaction at this stage. When asked about 
the important factors that attract them to come to the store, almost every customer 
mentioned that their main objective of visiting the store was to select an appropriate 
product, thus, product quality obviously was their main concern. Staff emphasized that 
shopping was not just choosing and purchasing products; it was a total encountering 
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experience with the store. Making choice is already troublesome, thus, customers would 
expect the store to supply necessary services to make their product choosing process easier 
and more comfortable. Thus, when customers decide whether to go to a store to buy 
products, they consider both product and service qualities in their decision. However, they 
also admitted that, the eventual purpose of customers to shop with the store was to choose 
a product. Thus, product quality could be more important.  
 
3.4.1.4 Interrelationship between service quality and product quality 
There is no evidence that service quality could influence customers’ perception of product 
quality or the other way round at this stage. For example, many customers claim that at 
pre-transaction stage, they haven’t experienced the store’s services yet (their perception of 
service quality comes from past experiences), there is no way that service could help them 
to choose products. Also, no customer believes that product quality, in any sense, could 
affect their perception of the service quality.  
 
3.4.2 Transaction Stage 
Data related to transaction stage were obtained from all the four sources. Important 
product and service quality factors that affect customers’ purchase intention were 
identified. But contradictory conclusions about the relative importance of the two aspects 
were obtained from different sources. The study also uncovered some interrelationships 
between the two quality aspects, especially, how service quality affects customers’ 
perception of product quality. 
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3.4.2.1 Product quality factors 
Three product quality factors, durability, appearance, and functionality, emerged from the 
case study, as discussed in the following paragraphs. 
 
Durability refers to how long the product can last and perform its functionalities properly. 
However, although customers are concerned about the durability when choosing the 
products, it is not possible for them to experience it at the transaction stage. Most 
customers would use material that the product is made of as a criterion for judging its 
durability. The product’s structure can be used as another criterion for some customers. 
Product’s appearance covers two areas. One is the style of the design, whether it meets 
customer’s taste or matches existing furniture’s style at customer’s home. The other one is 
color. Customers always have their preferred colors.  
 
Functionality is the most important product quality factor. Almost every customer and 
staff interviewed mentioned this factor. Product information file also reflected this point. 
There are several sub-dimensions of this factor. Functionality is the basic requirement for 
most customers.  After all, their main objective is to buy a product that meets their specific 
needs. Special features, such as a foldable table designed to maximize the usage of space, 
sometimes inspire customers and make them extremely satisfied with the product. 
Comfortability is another concern for many customers. Table 3-4 summarizes these 
important product quality factors and their sub-dimensions.  
 
 




Table 3-4 PQ factors that affect customers’ satisfaction at transaction stage 
No. PQ Factors Sub-dimensions 
1 Durability The material that the product is made of1,2 
Design style is attractive 1,2,3,4,6 2 Appearance Preferred color1,6  
Features that meet the needs1,2,4,6 
Special features inspire customer1,2,4  3 Functionality 
Comfortability1,5 
      Sources:  1Customer interview; 2 Staff interview; 3General customer feedback;      
                     4Product information file; 5Customer complaints; 6Field observation 
 
 
3.4.2.2 Service quality factors 
All the service quality factors have been mentioned. For physical aspects, the first aspect 
is the shopping environment. The store displayed the products in well-designed home-
feeling environment, which gives customers a sense of how the product might decorate 
their homes. Another aspect is the store layout. Some customers complained that it was 
difficult for them to find a specific item or section due to poor layout. One customer even 
complained that he got lost in the store because of the complex layout. The last aspect is 
signboards, which include signboards that show the position of a particular section, 
signboards that display products’ information (price, material, color choice, special feature, 
etc.), and signboards that display special information such as out-of-stock notice.  
 
Service reliability factor also covers several aspects. The first aspect is wide range of 
products. Customers could always find a particular item made of different materials, styles, 
sizes and so on. Most customers were satisfied that they could always find an item that 
meet their needs. A few customers complained that product choice was not wide enough 
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because they could not find a particular item that meet their specific needs. Product 
availability is another concern. Customers would be very dissatisfied if they have chosen a 
particular item but find out that it is out of stock. Another aspect being mentioned is 
mistakes made by staff, although it only occurs once in a while. A few customers 
complained that cashier mis-charged them. It also happened that sales staff took the wrong 
order for customers. Handling return and exchanges and opening hours were also 
mentioned. 
 
Personal interaction factor includes two aspects, staff’s attitude and product knowledge. 
Customers who are satisfied often claimed that the staff members were friendly, attentive, 
and helpful. Dissatisfied customers usually complained that the staff were rude, cold, or 
ignoring them. Knowledgeable staff could give customers professional advices and 
recommendations of the products, which made them satisfied. Table 3-5 summarizes these 
important service quality factors and their sub-dimensions.  
 
Table 3-5 SQ factors that affect customers’ satisfaction at transaction stage 
No. SQ Factors Sub-dimensions 
1 Physical aspects Shopping envrionment1,2,3 
  Store layout1,2,3 
  Signboards1,2,6  
2 Service Reliability Wide range of products1,2,3,4 
  Stock availability3,5 
  Return and exchange policy1,2 
  Staff’s mistake1,3  
  Opening hours3 
3 Personal interaction Staff’s attitude1,2,3,5,6 
  Staff’s knowledge of products1,2,3,6 
       Sources:  1Customer interview; 2 Staff interview; 3General customer feedback;      
                        4Product information file; 5Customer complaints; 6Field observation 
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3.4.2.3 Relative importance of product quality and service quality 
Different data sources derive different conclusions about the relative importance of 
product quality and service quality at this stage. Customer interview data shows that most 
customers are mainly concerned about product quality related factors, especially the 
performance and features factor. It seems that product quality is more important than 
service quality at this stage. Contrary to this, most customers’ feedbacks and complaints 
are regarding to service quality, which might imply that service quality is more important. 
One possible explanation is that the average product quality is good, thus, customers do 
not have much to feedback or complain. Thus, it does not imply that customers would not 
be concernd about product quality at this stage. At the same time, the influence of service 
quality on customers’ purchase intention is more implicit compared with product quality, 
which is more tangible. Many customers would only realize the importance of service 
quality when they do not receive it. In fact, a cold face of service staff would easily make 
customers unhappy. And only at this time, customers would realize the importance of 
friendly staff and the enjoyable shopping experiences that friendly staff brings. Excellent 
service quality provides customers a good environment that allows them to pay most 
attention on products. And this explains customers’ interest in product quality while being 
interviewed. As a conclusion, product quality and service quality could be equally 
important at this stage. Staff interview result supports this conclusion. All the staff 
believed that the two quality aspects were equally important in affect customers’ 
satisfaction at transaction stage. 
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3.4.2.4 Interrelationship between product quality and service quality 
The case study uncovered some possible interrelationship between the two quality aspects, 
in particular, how service quality might influence customers’ satisfaction about product 
quality.  
 
Firstly, product information obtained from signboards usually helps customers to build 
confidence with the product. In the store, customers could easily find product information 
on the signboard that is in front of that particular type of product. This signboard usually 
provides introduction of the product’s material, functionality, special features if there is 
any, suitable environment conditions, cleaning instruction, and so on. By reading this 
information, many customers claimed that they would have a better understanding of the 
products, and be more confident with its quality. This implies that physical aspects of the 
store can affect customers’ perception of product quality.  
 
Secondly, the way the store displays the furniture can inspire customers’ willingness to 
buy the products. This is because, the store places the products in a way that their 
functionalities, especially some special or smart design features, are more obvious to 
customers. This also implies that physical aspects of the store can affect customers’ 
perception of product quality. 
 
The third finding is that, staff’s knowledge of product could also help to build customers’ 
confidence with the products. A few customers complained that some sales staff lack the 
necessary knowledge of the products, which made them uncertain about the product’s 
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quality, thus they were not able to get the item they want. Usually, if the sales staff could 
introduce the product in a confident manner, give constructive recommendations, or 
answer all the customer’s questions regarding the product, customers would have a higher 
perception of the product’s quality. This perception could be related to any factor of 
product quality, depending on what customers concerned and how the staff introduced the 
products. This implies that personal interaction could affect customers’ perception of 
product quality.  
 
3.4.3 Post-transaction Stage 
From all the four sources, important product and service quality factors that affect 
customers’ behavioral intention at post-transaction stage were identified, as well as the 
possible relationships between the two quality aspects. However, similar to the transaction 
stage, different conclusions of the relative importance of product and service quality were 
obtained from different sources.  
 
3.4.3.1 Product quality factors 
Three quality product factors are identified: Flawlessness, Durability, and Performance & 
features. To most customers, flawlessness and durability are the two most important 
factors that affect their future purchase intention at this stage. 
 
Flawlessness is about the number and types of defects in a product. From customer and 
staff interviews, as well as complaints record, it was found that customers might encounter 
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defective products. There may be missing components in the package, components of the 
same item with different colors, one or two components with wrong dimension, and so on. 
Since there are thousands of products, this kind of problem varies widely for different 
products. However, customers could easily identify the product as defective in this case.  
 
Durability, according to the definition given by Perceived Product Quality Scale, includes 
reliability of the product. To most customers, it means that the product should be able to 
last for a reasonably long time and perform its functionalities properly. Similar as 
flawlessness, the types of particular durability problems vary widely for different products. 
Some examples are, components are broken after a short time of usage, scratch resistant 
surface scratched after some time, impact resistant glass breaks easily under loading, and 
so on.  
 
Performance and features is less important at this time compared with that at transaction 
stage. The aspects identified are similar as those identified in previous stage. Table 3-6 
summarizes the important product quality factors that affect customers’ satisfaction at this 
stage. 
 
Table 3-6 PQ factors that affect customers’ satisfaction at post-transaction stage 
No. PQ Factors Sub-dimensions 
1 Flawlessness Whether the product is defect2,4,5 
2 Durability The product lasts and perform its 
functionalities for a reasonably long 
time period 1,2,3,4,5 
3 Performance and features Comfortability4 
  Functionalities4,5 
                        Sources:  1Customer interview; 2 Staff interview; 3General customer feedback;      
                                       4Product information file; 5Customer complaints 
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3.4.3.2 Service quality factors 
Two service quality factors have been identified: reliability and personal interaction.  
 
Service reliability includes two aspects. One is whether the store or staff could solve 
customers’ problems accurately and timely, especially their willingness and ability to 
handle returns and exchanges of products. The other is about service staff making 
mistakes, although it does not often happen. Staff might exchange a wrong item to the 
customer.  
 
Personal Interaction also covers two aspects. One is staff’s attitude towards customers. 
Unsatisfied customers complained that the staff were rude when they approached them. 
The other aspect is whether the staff have the knowledge to answer customers’ questions. 
Table 3-7 summarizes the important service quality factors that affect customers’ 
satisfaction at post-transaction stage.  
 
Table 3-7 SQ factors that affect customers’ satisfaction at transaction stage 
No. SQ Factors Sub-dimensions 
2 Reliability The store or staff solves customers’ 
problems accurately and timely1,2,5 
  Handling of return and exchange1,2,5 
  Staff’s mistake5  
3 Personal interaction Staff’s attitude1,2,3,5,6 
  Staff’s knowledge of products1,2,3,5,6 
                  Sources:  1Customer interview; 2 Staff interview; 3General customer feedback;      
                                     4Product information file; 5Customer complaints; 6Field observation 
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3.4.3.3 Relative importance of product quality and service quality 
Customer interview shows that product quality may be more important than service 
quality at this stage. Larger portion of customers claimed that they never experienced the 
after-sales service before. Since the products they purchased were generally good in 
quality, those customers only interacted with the products. To them, the durability and 
reliability of the products is the main concern while using. One staff also agreed with this 
statement because he believed that only when customers encounter problems with the 
purchased products, they would have the chance to experience the after-sales services, and 
only a very small portion of products sold would get problems while is use. Even when 
problems occur, some customers could fix the problems by themselves and some others 
may not bother to report or ask for repair from the store. Thus, the real number of 
customers that experienced after-sales services is even smaller than the number of 
customers that encounter product problems.  
 
However, customers’ complaints analysis reflects another story. Most of the complaints 
were regarding to the after-sales services, either the staff’s attitude was rude or the store 
could not solve their problems. It is interesting to find that, although customers who 
encounter product problems and feedback are unhappy when they first approach the store, 
as long as the service staff could solve their problems, customers would become very 
satisfied. However, if the staff could not settle the problems, customers became extremely 
dissatisfied with both product and service quality, especially service. Customers tend to be 
more sensitive and intolerable to service quality problems than product quality in such 
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situations. At the same time, some customers may not come for solving product problems, 
but just for some enquiries. In such situations, they only care about the service quality.  
 
Those contradictory conclusions actually reflect that product quality and service quality 
are equally important in affecting customers’ satisfaction at post-transaction stage. The 
argument is, first of all, product quality is important to customers. Once a problem occurs 
in the product, service quality turns to be very important as well. Although for a single 
customer, the chance to encounter product problem is low, since the customer may not 
only purchase once from the store, in the long run, there is still a possibility that he may 
need after-sales service. Also, the chance of encountering product problems for all the 
customers is the same. Thus, service quality is actually equally important as product 
quality in affecting customers’ satisfaction at this stage. Most staff interviewed agreed 
with this argument.  
 
3.4.3.4 Interrelationship between product quality and service quality 
Many customers and staff believed that there were no interrelationship between product 
quality and service quality, and many customers claimed that it was quite distinguishable 
between product and service at this stage. However, the author discovered some 
interesting facts.  
 
One interesting finding is about the communication between the store and customers. For 
some furniture products, after using for some time, there would be some minor level of 
distortion at some parts of the products. From the manufacturer’s point of view, this kind 
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of distortion is acceptable due to the nature of the material. Thus, technically, it should not 
be treated as product durability and reliability problems. However, most customers do not 
have technical knowledge of materials and thus, from their point of view, as long as the 
material is distorted, it is a quality issue. This raises the question of how to communicate 
with customers about such kind of information. If such information is not addressed to 
customers, customer would have unnecessary negative perception of the product quality. 
In the author’s point of view, this information could be addressed to customers through 
staff’s introduction at transaction stage or post-transaction stage. Thus, this implies that, 
service quality could have impact on customers’ perception of product quality. 
 
Another finding is that, the perception of product quality to those customers, who returned 
to the store to exchange defects products or complain for damaged items, is usually 
affected by how well the service staff deal with the problem. If the staff members fix the 
problem accurately and quickly, customers usually do not take the product’s problem as 
serious, even if it is. However, if the staff is not able to solve the problem within a certain 
time, customers became extremely dissatisfied with both the product and service, and 
believe the product is of very bad quality. This implies that the ability of the staff to solve 
problems can affect customers’ perception of product quality. Thus, the author concluded 
that physical aspects and personal interaction may affect customers’ perception of product 
quality at post-transaction stage.  
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3.4.4 Summary of case study findings 
Table 3-8 summarizes the findings in the case study. Table 3-8(a), (b), (c) refer to pre-
transaction, transaction, and post-transaction respectively. 
 
Table 3-8 Summaries of case study findings 
 Quality Factor Content Relative Importance 
Inter-
relation 
Durable  Product lasts long time 
Appearance Design style is attractive PQ 
Functionality Features meet the needs 
Physical Aspects Comfortable setting and layout 
Wide range of selection 
Execution of return & change Reliability 
Opening hours 
SQ 
Personal Interaction Helpful and friendly staff 





 * ‘>’ stands for more important 
(a) Pre-transaction Stage 




Design style is attractive Appearance Preferred color 
Features meet needs 





Shopping environment  
Convenient store layout Physical Aspects 
Signboards 
Wide range of products 
Product availability 




Staff’ knowledge of products 
SQ 
Personal 
Interaction Staff’ attitude  













* ‘=’ stands for equally important 
(b) Transaction Stage 









Flawlessness No defects in the product 
Durability Product lasts a long time 
Comfortability PQ Functionality Features meet needs 
Solving problems accurately and 
timely 





Interaction Staff’ knowledge of products 











* ‘=’ stands for equally important 
(c) Post-transaction Stage 
 
3.5 Conclusion 
From the exploratory case study, important product and service quality factors that affect 
customers’ behavioral intention at pre-transaction, transaction, and post-transaction stages 
have been identified. The relative importance of the two quality aspects at all the three 
stages has also been studied. It could be concluded that product quality is more important 
to customer than service quality at the pre-transaction stage, while the two quality aspects 
are equally important at the rest two stages. The study also explored the possible 
interrelationship between product quality and service quality. It is found that, the two 
aspects do not influence each other at pre-transaction stage. However, service quality does 
affect customers’ perception of product quality at both transaction and post-transaction 
stage. These preliminary findings need to be further verified in large quantitative studies. 
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Chapter 4 Theory and Hypotheses 
 
4.1 Introduction 
The aim of this chapter is to analyze concepts and theories that are related to the research 
questions raised in Chapter 2. Literature and exploratory case study findings would then 
be used to build hypotheses that propose possible answers to these questions. Customer 
shopping experience is divided into pre-transaction, transaction, and post-transaction 
stages. Hypotheses of the relative importance of product quality and service quality in 
affecting customers’ behavioral intention and how service quality affects customers’ 
perception of product quality are developed for each stage. The last part concludes the 
important issues addressed in this chapter.  
 
4.2 Pre-transaction Stage 
As discussed in previous chapter, customers haven’t contacted with both product and 
service at this stage. However, they do perceived some quality factors as important and 
only when they have confidence that a particular company would provide those factors 
they would choose to visit the company. They may form their perception of the company’s 
quality of those factors based on their past experience, word-of-mouth, or other ways.   
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4.2.1 Relative importance of PQ and SQ in affecting customers’ 
behavioral intention 
Few previous research works have compared the relative importance of product quality 
and service quality in affecting customers’ behavioral intention before they visit the store. 
Thus, we mainly rely on the findings from preliminary case study to build hypotheses. 
 
Preliminary case study showed that the belief that the company could provide superior 
product is very important to customers. As one customer claimed in the interview that, the 
initial incentive for him to visit a store is to buy some products that he needs and everyone 
would expect the product that they purchased to be worth the money, that is, in good 
quality. Although customers do expect the store to provide necessary services to make 
their shopping experience easier and more comfortable, their main objective is to buy a 
product that meets their requirement. At pre-transaction stage, customer’s behavioral 
intention is whether to visit the store, as discussed previously. We hypothesize the 
following: 
 
H1:  Perceived product quality is more important than perceived service 
quality in affecting customers’ behavioral intention at the pre-transaction 
stage. 
 
4.2.2 Interrelationship between product quality and service quality 
Hypothesis regarding to this research question is also built on preliminary case study 
findings. It was found that perceptions of product quality and service quality are not 
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correlated. Customers would easily distinguish the two aspects in the interview, and no 
one mentioned any incident that one aspect would possibly affect customer’s perception of 
the other. Also, most managers being interviewed agreed with customers. Since customers 
haven’t actually experienced the two aspects, it is reasonable that they would not mix the 
two aspects together. We therefore conclude the following: 
 
H2: Perceived service quality will not affect customers’ perception of product 
quality at pre-transaction stage. 
 
4.3 Transaction Stage 
Many previous literature only addressed the importance of product quality or service 
quality in affecting customers’ purchase intention at transaction stage (Dabholkar et al., 
1996; Bitner, 1992; Hummel and Savitt, 1988). Other research suggested that both product 
quality and service quality are important, therefore, companies should manage both types 
of quality(Gummesson, 1992, 1988). However, only a few researchers have actually 
studied product quality and service quality together in some integrated ways. Among these 
studies, some examined the relative importance of the two aspects (Terblanche and 
Boshoff, 2001; Sweeney et al., 1997) and some explored the interrelationship between 
them (Wang et al., 2003; Devaraj et al., 2001; Sweeney et al., 1997). Our exploratory case 
study examined the relative importance of product quality and service quality, and also 
uncovered some potential interrelationships between the two quality aspects.  
 
Chapter 4 Theory and Hypotheses 
 
 63
4.3.1 Relative importance of PQ and SQ in affecting customers’ 
behavioral intention 
Several studies argue that service quality could be more important than product quality to 
customers at transaction stage. Terblanche and Boshoff (2001) studied perceived product 
quality and service quality in a so-called total retail experience framework. They found 
that the most important quality factor is personal interaction, followed by physical cues. 
However, their definition of physical cues includes both perceived product quality and 
product variety & assortment. According to many researchers, variety and assortment of 
products is one important sub-dimension of service quality, which reflects the reliability of 
a company to provide variety of choices to its customers (Magi and Julander, 1996; 
Hummel and Savitt, 1988). Thus, Terblanche and Boshoff’s research may imply that 
service quality is more important than product quality at this stage. Sweeney (1997) and 
his colleagues’ work showed similar results. They concluded that service quality 
perception had a greater influence than product quality on customers’ willingness to buy.  
However, in both studies, the focus is on service quality side. Both studies examined 
various aspects of services but only limited aspects of products, as reflected on the 
questionnaires, where there were much more items/questions examining customers’ 
perception of service quality than that of product quality. This approach risks danger of 
introducing bias to their conclusions.  
 
Our case study findings showed a mixed picture. Based on the interviews, most customers 
mainly concern with the product quality related factors, suggesting product quality may be 
more important than service quality in affecting their purchase intention. However, there 
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are more complaints about service quality than product quality. As we discussed in 
previous chapter, this may due to the fact that service quality is more intangible to 
customers at transaction stage compared with product quality. Customers may only realize 
the importance of service when they could not receive it. As long as the store provides an 
excellent shopping environment, customers would pay most attention on products. Most 
staff agreed with this argument. Customers’ behavioral intention at transaction stage is 
their willingness to purchase the product. Combining existing literature and our case study 
findings, we hypothesize the following: 
 
H3: Perceived product quality and service quality are equally important in 
affecting customers’ behavioral intention at transaction stage. 
 
4.3.2 Interrelationship between product quality and service quality 
Several studies have examined the interrelationships between product quality and service 
quality. Archer and Wesolowsky (1996) found that perception of product quality and 
service quality might be correlated. Sinclair et al. (1993) showed that service quality 
significantly impacts the perceived quality of the entire company and its products. In a 
study of service environment, Baker et al. (1994) concluded that store environment 
provide cues that customers use for quality inferences. Wang et al. (2003) found that the 
quality of service tangible factors influenced customers’ perception of product quality. 
Several other researchers also found that physical aspects elements, such as signs and 
symbols in the store, played the role of communicating product information to customers, 
which may influence customers’ perception of product quality (Bitner, 1992; Hummel and 
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Savitt, 1988). Our case study findings also support this relationship.  Many customers 
agreed that the product or material information provided on signboards help them build 
confidence with the product quality. Also, the way the store displayed the furniture in a 
home setting environment always highlights the special features or unique appearance of 
the products, which increase their willingness to buy.  
 
Studies also find that quality of personal interaction affects customers’ perception of 
product quality. Sweeney et al. (1997) showed that salesperson’s knowledge and attitude 
influenced customers’ perception of product quality. Baker et al. (1994) found similar 
results in their study of store environment on quality inferences. This relationship is also 
supported by our case study findings. Customers usually built higher perception of product 
quality if the salesperson provided professional introductions of the product.   
 
Based on our case study findings and literature results, we hypothesize the following: 
 
H4: Perceived service quality positively affect customers’ perception of 
product quality at transaction stage.  
 
In particular: 
H4a: Quality of physical aspects positively affects customers’ perception of 
product quality at transaction stage.  
 
H4b: Quality of personal interaction positively affects customers’ perception 
of product quality at transaction stage. 
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4.4 Post-transaction Stage 
Product quality is more tangible at post-transaction stage since customers start to 
experience the various aspects of the product. Service elements at this stage may include 
delivery, installation, warranty support, repairs, and problem solving, which addresses the 
handling of after-sales returns and exchanges as well as complaints (Hummel and Savitt, 
1988).  
 
Many previous literatures did not take a shopping stage point of view and treat after-sales 
service as one dimension of total service provided by the store (Terblanche and Boshoff, 
2001; Dabholkar et al., 1996). Thus, few researches have separately examined the 
relationship of the two quality aspects at this stage. Therefore, our hypothesis would be 
built based on exploratory case study findings.  
 
4.4.1 Relative importance of PQ and SQ in affecting customers’ 
satisfaction 
It was found during the interviews with customers that a large portion of customers only 
concern about product’s durability and reliability while using. Also, as indicated by one 
staff that customers would approach the company seeking for services only when they 
encounter problems with their products. Since only a very small portion of the company’s 
products would actually encounter problems, post-transaction stage services would only 
be experienced by a small portion of customers and this explained why many customers 
only viewed product quality as important. However, as discussed in previous chapter, once 
problem occurs, service quality turns to be very important, or even more important than 
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product quality, in affecting customers’ satisfaction. And although many customers do not 
experience after-sales services, they actually feel more comfortable and confident in using 
the products if they have the knowledge that the company would provide excellent 
services once their products get problems. Most interviewed staff agreed with this 
argument. Customers’ behavioral intentions at this stage appear as their intention of 
purchasing other items from the same store or recommend the store to other people. We 
hypothesize the following: 
 
H5: Product quality and service quality are equally important in affecting 
customers’ behavioral intention at post-transaction stage. 
 
4.4.2 Interrelationship between product quality and service quality 
As discussed in previous chapter, ineffective communication between the store and 
customers usually caused customers’ negative perception of product quality. Providing 
more information to customers would help them to better use the products and therefore 
reduce misusing, which may cause damages to the products and raise unnecessary doubts 
to the product’s quality. At the same time, the ability of staff to solve product problems 
and customers complaints also affects customers’ perception of product quality. Therefore, 
we conclude the following: 
 
H6: Service quality positively affects customers’ perception of product quality 
at post-transaction stage. 
 




H6a: Personal interaction positively affects customers’ perception of product 
quality at post-transaction stage. 
 
4.5 Conclusion 
In this chapter, we build a set of hypotheses of the relative importance of product quality 
and service quality in affecting customers’ behavioral intention and the interrelationship 
between the two quality aspects at different stages based on literature results and our case 
study findings. We hypothesize that product quality is more important than service quality 
in affecting customers’ behavioral intention at pre-transaction stage, while the two quality 
aspects are equally important at the other two experience stages. Also, we hypothesize that 
several service quality dimensions affect customers’ perceptions of product quality at 
transaction and post-transaction stage, while there are no obvious interrelationship 
between the two quality aspects at pre-transaction stage. Table 4-1 summarizes the 
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Table 4-1 Summary of hypotheses 
 Lit. Review Case Study Hypotheses 
 • “I decide to visit the store only 
because it provides excellent 
products.” (customer A) 
• “My shopping objective is to buy a 
furniture item, of course product 
quality is most important to me” 
(customer B) 
H1: PQ is more 







 • “I don’t think the service could 
help me to choose products in any 
case” (customer C) 
• “Customers haven’t experienced 
services at this stage, it is hard to 
imagine that service could have 
any impact on their perception of 
product quality” (manager of the 
customer service depart.) 
H2: SQ does not 
affect the 
perception of PQ 
• Service quality has a greater 
influence on customers’ 
willingness to buy compared 
with product quality (Sweeney 
et al., 1997)  
• For commodity-like products, 
product quality dimensions are 
more important than service 
dimensions to customers 
(Hansen and Bush, 1999) 
• “Well, the main objective is to 
choose an item, I care most about 
the product quality” (customer D) 
• “I want to pick up an item, but I just
cannot do this in a messy 
environment, and I cannot tolerate 
rude service staff” (customer E) 
• “I like shopping with this store for 
two reasons: superior products and 
excellent services” (customer F) 






Trans • Store environment affects customer’s inference about 
merchandise quality (Baker et 
al., 1994)  
• Technical service quality has a 
significant effect on product 
quality perception (Sweeney et 
al., 1997) 
• Service reliability impact 
customers’ perception of 
product quality (Wang, et al., 
2003) 
• “The staff here could give me 
useful product information, which 
makes me feel more confident 
with the product’s quality” 
(customer G) 
• “I like the way that the store 
displays its products, which gives 
me ideas of the way to use the 
products” (customer H) 
H4: SQ positively 
affect the 
perception of PQ 
 • “I need to use the product for a 
long time, its quality must be 
good”  (customer I) 
• “I need to be convinced that the 
store provides high quality 
services, as I may encounter 
product problems” (customer J) 







• Service quality positively 
affects customers’ perception of 
product quality at after-sale 
stage (Archer and Wesolowsky, 
1996) 
• “As long as the service staff fixes 
the product problems 
encountered, I am happy” 
(customer K) 
H6: SQ positively 
affect the 
perception of PQ 
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Chapter 5 Development of the Survey Instrument 
 
5.1 Introduction 
In previous chapter, we developed a set of hypotheses based on a comprehensive literature 
review and the exploratory case study. The aim of this chapter is to explain the 
methodology used to test these hypotheses. Questionnaire design and structure are firstly 
described, followed by a detailed explanation of the measurement items in the 
questionnaire. The dependent variable is customers’ behavioral intention, while 
independent variables are factors that compose of product and service quality. The 
questionnaire’s validity and reliability will be pre-tested before the survey.  
 
5.2 Questionnaire Design 
In this study, customers’ perception of product quality, service quality, and their 
behavioral intention are to be measured in all the three transaction stages. Thus, three 
separate questionnaires are designed. The three questionnaires share the same structure, as 
well as most measurement items. However, due to the differences in the service content in 
the different stages, there are minor changes in selected measurement items, as well as the 
wording of the questions.  
 
Each questionnaire is composed of three parts. The first part consists of a set of attitudinal 
statements designed to measure customers’ perception of service quality and product 
quality. Each statement is measured by a 7-point Likert-type scale (1=strongly disagree, 7 
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= strongly agree). The second part measures customers’ behavioral intention. Unlike the 
first part, each statement is measured by a 7-point semantic differential scale, following 
many previous studies (e.g. Wirtz and Lee, 2003; Terblanche and Boshoff, 2001; Cronin, 
et al., 2000). The last part is designed to obtain background information of the respondents, 
such as gender, age group, and frequency of visiting the store. The three questionnaires are 
shown in Appendix A, B, and C.  
 
5.3 Measures 
Table 5-1 lists the variables in this study. 
 
Table 5-1 Variables in the study 
Variable Description 
PHY Physical aspects of service quality 
REL Service reliability 
ACT Personal Interaction 
SQ Overall service quality 
APP Appearance of the products 
DUR Durability and reliability of the products 
FUN Performance and features of the products 
DEF Flawlessness of the products 
PQ Overall product quality 
BEH Customers’ behavioral intention 
 
 
5.3.1 Dependent variables 
The three dependent variables in this study are overall service quality (SQ), overall 
product quality (PQ), and customers’ behavioral intention (BEH). Overall service quality 
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and product quality depend on their respective antecedent factors, while customer 
behavioral intention depends on overall service quality and product quality.  
 
Overall service Quality 
All the three stages use the same items to measure customers’ overall perception of the 
service quality, which are listed below: 
• The store provides high quality services to customers 
• The general quality of various services meets my expectation 
• Overall, I consider the store’s service as excellent 
 
Overall Product Quality (PQ) 
Similar to overall service quality, items used to measure customers’ perception of overall 
product quality are the same for all the three stages. They are 
• The store provides high quality products to customers 
• The quality of Alpha’s products meet my expectation 
• Overall, I consider Alpha’s products to be excellent 
 
Customer Behavioral Intention (BEH) 
Zeithaml et al. (1996) suggested that favorable behavioral intentions are associated with a 
service provider’s ability to get its customers to 1) say positive things about them, 2) 
recommend them to other consumers, 3) repurchase from them, 4) spend more with the 
company, and 5) pay a price premium (Cronin, et al., 2000). In this study, customers’ 
behavioral intentions are not the same at the three stages, where each covers part of the 
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suggested intentions. At each stage, behavioral intention is measured by three items. A 7-
point semantic differential scale ranging from “very likely” to “very unlikely” is used to 
measure customers’ attitudes towards each statement. The items used at the three stages 
are listed below 
 
Pre-transaction stage 
• I am willing to visit and shopping with Alpha 
• I will choose Alpha for furniture purchase 
• Compared with other furniture stores, I am more willing to visit Alpha 
 
Transaction stage 
• I am willing to buy products from Alpha 
• I will choose Alpha for my next furniture purchase 
• I will recommend Alpha to others (friends, relatives, colleagues) 
  
Post-transaction stage 
• I will visit and purchase from Alpha again 
• I will choose Alpha for my next furniture purchase 
• I will recommend Aloha to others (friends, relatives, colleagues) 
 
5.3.2 Independent variables 
Independent variables in this study are factors that compose of product quality and service 
quality.  
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5.3.2.1 Product Quality 
As discussed in previous chapter, similar to service quality, product quality is also a multi-
dimensional construct, which is affected by four factors: appearance, flawlessness, 
reliability, and performance. Each factor is measured by several items. The measurement 
items are designed based on exploratory study, and they are the same in all the three 
questionnaires. The questions that are used to measure product quality at transaction stage 
are listed below. 
 
Product Appearance  
• The products look appealing to me 
• The products have the right color combination 
• I like the styling of the products 
 
Durability and Reliability 
• The products can last a long time 
• The products can withstand intensive and repeated use 
• The products can withstand occasional misuse  
 
Performance and Features 
• The products serve their intended purpose fully 
• The products have functions which meet my needs 
• The products are properly designed to make them convenient to sue 
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Flawlessness 
• There is low possibility that the product contains defect 
• The product is manufactured according to its specification 
 
5.3.2.2 Service Quality 
Since this study adopts Retail Service Quality Scale (RSQS) as a measurement model of 
service quality, most items come from RSQS questionnaire. Not all the items of RSQS are 
adopted due to the uniqueness of furniture stores. At the same time, additional items are 
added to measure areas that are unconsidered by RSQS but very important to customers, 
such as information provided and variety of products. As discussed in previous chapter, 
we would only adopt three of the five RSQS factors: physical aspects, reliability, and 
personal interaction. 
 
RSQS does not take post-transaction stage separately into consideration and thus, few 
RSQS items are designed to measure the particular services at this stage. Most post-
transaction service measurement items used in this study are designed based on other 
Literature and exploratory study. Pre-transaction and transaction stages cover similar 
items, thus, they will be discussed together, while post-transaction stage will be treated 
separately.  
 
Pre-transaction and transaction stage 
Customers are asked to indicate the extent to which they agree or disagree with each listed 
statement, based on a 7-point scale. Wordings of statements are different for the two 
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stages, where the pre-transaction stage asks for customer’s belief or expectation of the 
service quality, and the transaction stage examines customer’s actual experience in store. 
Only the transaction stage questions are listed here.  
 
Physical Aspects 
Two items of RSQS are used to measure the physical aspects factor in both pre-transaction 
and transaction stages. One additional item is included to measure the information 
provided by physical aspects such as signboards. The three measurement items are listed 
below.  
• The physical facilities (e.g. decoration and shopping tools) at this store are visually 
appealing 
• Catalogues, product information statement, and signboards provides me sufficient 
information to make the shopping easier 
• The store provides me a pleasant and convenient shopping environment 
 
Service Reliability 
Three items from RSQS are used to measure service reliability. Both literature (e.g. 
Terblanche and Boshoff, 2001) and our exploratory case study showed that product 
assortment could be an important element that affects customer satisfaction. Thus, an 
additional item is included to measure the variety of products provided to customers.  
• The store offers a sufficient wide range of products 
• The store is willing to accept return and exchange of products 
• The store accepts most debit and credit cards and ensures error-free transaction 
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• The store has opening hours which are convenient to me 
As indicated in the literature review chapter, these items measure very different aspects of 
the services provided by the store, thus, the service reliability factor should be treated as 
formative instead of reflective construct.  
 
Personal Interaction 
Three RSQS items are used to measure the personal interaction factor. 
• Employees in this store have sufficient knowledge to answer my questions 
• Employees in this store give me prompt service 
• Employees in this store are courteous to me 
 
Post-transaction stage 
Post-transaction stage covers very different service elements compared with the previous 
two stages. The interaction between customers and the store becomes more indirect since 
most of the time customers only use the products at home. Services at this stage only 
cover the interaction between staff and customers (return, exchange, and complain), with 
almost no physical aspect of quality involved. Thus, only two service factors are 
considered. They are service reliability and personal interaction.  
 
Service Reliability 
At post-transaction stage, service elements mainly cover delivery, maintenance and repair, 
as well as return and exchange if customers change their minds. Handling customer 
complaints could be another element consists of service. The ability of the company and 
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its employees to perform those tasks reflects how reliable the company serves its 
customers at this stage. Three items are used to measure the service reliability of the store.  
• The store is willing to accept return and exchange  
• Employees in this store are able to handle customer requests immediately 




When customers have enquiries, encounter product problems, or they change their mind 
and thus would like to return or exchange the products, they will need to contact with the 
company. The employees’ attitude and ability to answer customers’ questions is very 
important in affecting customer satisfaction. The same items used in previous two stages 
are adopted at this stage.  
• Employees in this store have sufficient knowledge to answer my questions 
• Employees in this store give me prompt service 
• Employees in this store are courteous to me 
 
5.4 Testing of the survey instrument 
The survey questionnaire was tested on four academic staff of a research institute. Two of 
them are experts in quality management research area, and two are local administration 
staff. The reviews led to minor changes in the wordings of the questions to make them less 
academic and easier to understand by ordinary people.  
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5.5 Surveyed Population 
The targeted population covers all the existing and potential customers of Alpha. To be 
more specific, at pre-transaction stage, the population covers people who have decided to 
visit the store but haven’t entered the store. These people are potential customers to Alpha. 
For transaction stage, the population consists of people who have walked around in the 
store, experienced the services, and made purchase decisions, but haven’t brought the 
items back home or started to use them.  The survey population at post-transaction stage 
includes all the current customers who are using Alpha’s products.  
 
5.6 Survey Implementation 
In-store customer survey was conducted for both pre-transaction and transaction stages, 
while mail survey was used for post-transaction stage.  
 
For the pre-transaction stage survey, a booth was set up at the entrance of Alpha for one 
week. Customers were approached before they enter the store. The interviewer would 
briefly introduce the purpose of the survey and leave the customers to decide whether they 
would like to participate. Each participant would receive a free stylish mug as a token of 
appreciation. Usually, only one copy of the questionnaire was requested to be filled up for 
one group of customers. One group could be one family, one couple, or one single 
customer. Group members were encouraged to discuss questions and gave an answer that 
reflects their overall opinion. We believe this approach could obtain more accurate 
answers to the questions, as group members usually share their opinions and influence 
each other’s perceptions during the real shopping process.  All together, 300 
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questionnaires were collected over the one-week period, with an average of 35 
questionnaires during the weekdays and 65 questionnaires during weekends. This rate of 
collection mirrors the customer traffic of Alpha. 
 
For the transaction stage survey, a booth was set up opposite the check-out counter for one 
week. Customers were approached after paying their purchases and coming out of the 
check-out counters. The survey approach is the same as that in the pre-transaction stage, 
where the interviewer would briefly introduce the purpose of the survey and leave the 
customers to decide whether they would like to participate. Stylish mugs were used as 
incentives to encourage response. A total of 300 filled questionnaires were received.  
 
For the post-transaction stage, we relied on the delivery team of Alpha to distribute the 
questionnaire. To ensure that customers who receive the questionnaires are those who 
have experienced Alpha’s product and thus its quality, only repeat customers are surveyed. 
Based on this criterion, the delivery team would then randomly select customers and 
distribute the survey package accordingly. Each survey package includes a copy of the 
post-transaction stage questionnaire, a cover letter with university letterhead explaining 
the aims of the research, an authority letter with Alpha letterhead explaining the benefits 
of this research, and a postage-paid envelope. Customers were asked to complete the 
questionnaire and mail it back. Since the researchers could not directly contact with the 
customers, and the delivery work is a one-time job, it is impossible to send out reminder 
letters or conduct any follow-up activities. This may cause low response rate. To ensure a 
reasonable number of replies, 2000 survey packages were sent out.  
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5.7 Conclusion 
This chapter describes the construction of the survey instrument. Survey questions are 
designed based on literatures and our preliminary case study. The targeted population and 
survey implementation process are also described. The next chapter will analyze and 
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Chapter 6 Data Analysis and Discussion 
 
6.1 Introduction  
This chapter presents the analysis of data collected in the survey. The reliability of the 
survey items are firstly accessed to verify their validity for testing the hypotheses. We then 
present the structural equation modeling results to verify the proposed hypotheses. Finally, 
we will discuss the research findings from the survey.  
 
6.2 Preliminary Analysis 
6.2.1 Number of responses 
Table 6-1 summarizes the number of responses obtained at the three transaction stages. 
The response rate is very high for both pre-transaction and transaction stage due to the 
way that the survey was conducted. Questionnaire was only distributed to the customer 
upon his/her agreement and the customer immediately filled the questionnaire after that. 
This ensured that almost every distributed questionnaire was returned. This approach was 
not possible for the post-transaction stage as we relied on the delivery team to distribute 
the survey package. Those who received the delivery might not be the same customers 
who bought the item. This is especially the case in Singapore since many families hire 
maids from countries like Indonesia, who do not speak and write good English. In cases 
where the recipient is the housewife, she might be too busy taking care of children and 
other household work to take time off to complete the questionnaire. Also, the researchers 
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are not able to conduct follow-up activities as discussed in the previous chapter. All these 
cause the low response rate of 5.5% at post-transaction stage 
 
Table 6-1 Number of responses 









Pre-shop 300 300 100% 275 91.7% 
Transaction 300 300 100% 284 94.7% 
Post-shop 2000 120 6.0% 110 5.5% 
 
 
6.2.2 Characteristics of respondents 
Gender of respondents 
Table 6-2 summarizes the gender distribution of respondents from each group. It can be 
shown that the survey captures a balanced percentage of male and female respondents at 
each stage. 
 
Table 6-2 Gender of respondents 
Stage Age Group No. of respond. Percentage 
Pre-transaction Male 98 35.6% 
 Female 177 64.4% 
Transaction Male 144 50.7% 
 Female 140 49.3% 
Post-transaction Male 42 38.2% 
 Female 68 61.8% 
 
  
Age group of respondents 
Table 6-3 summarizes the age groups of respondents at each stage. Analysis shows that 
customers of age between 25 to 30, 31 to 40, and 41 to 50 are the first three largest groups. 
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It is reasonable and logical as most customers at these ages are working people and thus 
have the largest decision and buying power in a family. It is believed that all the three 
samples (one from each stage) reflect the real situation of the overall customer population.  
 
Table 6-3 Age group of respondents 
Stage Age Group No. of respond. Percentage 
Pre-transaction under 25 35 12.7% 
 25 to 30 70 25.5% 
 31 to 40 100 36.4% 
 41 to 50 49 17.8% 
 51 to 60 16 5.8% 
 above 60 5 1.8% 
Transaction under 25 37 13% 
 25 to 30 64 22.5% 
 31 to 40 97 34.2% 
 41 to 50 60 21.1% 
 51 to 60 21 7.4% 
 above 60 5 1.8% 
Post-transaction under 25 10 9.1% 
 25 to 30 15 13.6% 
 31 to 40 49 44.5% 
 41 to 50 30 27.3% 
 51 to 60 3 2.7% 
 above 60 3 2.7% 
 
 
Length of experience with the store 
Information of the time when a customer first purchased an item from the store is 
collected. Table 6-4 summarizes the results. It can be observed that the majority of 
customers have at least two years’ experience with the store and its products with very few 
customers are first-timers.  It is generally believed that the longer a customer’s experience 
with the store, the higher the loyalty level of this customer towards the store. Thus, this 
would allow us to examine which quality factors that loyal customers value most. 
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Table 6-4 Length of experience with the store 
Stage First-time purchase No. of respond. Percentage
Pre-transaction Never 7 2.5% 
 Less than 1 year ago 68 24.7% 
 2 to 5 years ago 80 29.1% 
 5 to 10 years ago 68 24.7% 
 More than 10 yrs ago 52 18.9% 
Transaction Never 2 0.7% 
 Less than 1 year ago 49 17.3% 
 2 to 5 years ago 75 26.4% 
 5 to 10 years ago 84 29.6% 
 More than 10 yrs ago 74 26.1% 
Post-transaction Never 1 0.9% 
 Less than 1 year ago 16 14.5% 
 2 to 5 years ago 27 24.5% 
 5 to 10 years ago 29 26.4% 
 More than 10 yrs ago 37 33.6% 
 
 
6.3 Analysis of the measurement items 
Structural equation modeling (SEM) is adopted for data analyses. PLS, as implemented in 
PLS Graph version 3.0, is chosen and used primarily because it allows latent constructs to 
be modeled as either formative or reflective indicators. Reflective indicators are used 
when a construct is deemed to exist before it is measured. These indicators are viewed as 
affected by the same underlying concept (Chin, 1998) and thus, the items should be highly 
correlated. On the other hand, formative indicators are measures that form or cause the 
creation or change in a construct. That is, the formative construct is a summative index of 
the measurement items (Chwelos, et al., 2001). Carefully examining the constructs in our 
study it could be found that, service reliability actually measures various services that the 
store promised to provide. Those services, such as opening hours and assortment of 
Chapter 6 Data analysis and Discussion 
 86
products, are not necessarily correlated. Changes of one aspect barely have any impact on 
customers’ perception of the rest. Reliability is thus a summative construct of measuring 
whether the store keeps its promise of providing various services. Therefore, service 
reliability should be treated as a formative construct. The rest of the constructs are all 
reflective in nature.    
 
PLS has an added advantage over LISREL in that it follows a components-based strategy 
and thus does not depend on having multivariate normal distribution or a large sample size 
(Fornell and Bookstein 1982). Further more, PLS is more prediction-oriented and seeks to 
maximize the variance explained in constructs, thus making it “closer to data, more 
exploratory, and more data analytic” (Barclay et al. 1995). Given the exploratory nature of 
this study and the use of formative construct, PLS was the preferred technique for testing 
the model.  
 
The adequacy of the measurement model can be assessed by looking at individual items’ 
reliabilities, convergent validity of the measurement items associated with individual 
constructs, and discriminant validity. These properties are examined one by one in the 
following sections. 
 
6.3.1 Item reliability 
The first step in assessing the measurement model involves testing the reliability of each 
measurement item to ensure that the items load meaningfully to their intended constructs. 
A rule of thumb employed by many researchers is to accept items with loadings of 0.7 or 
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more, which implies that there is more shared variance between the construct and its 
measure than error variance (Hulland, 1999). Table 6-5 (a) shows the item loadings at pre-
transaction and transaction stages. Service quality at post-transaction stage is measured 
with different items and their loadings are shown in Table 6-5 (b). For formative construct 
REL (service reliability), it should be the weights that are estimated, not the loadings. 
However, weights can be transformed into loadings, and loadings are then used for 
interpretive purposes and for the calculation of reliabilities (Barclay et al., 1995). It could 
be observed that, all the loadings exceed the recommended threshold value of 0.7, and 
thus, none item is deleted from any construct at any stage. The reliability of each 
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Table 6-5 Loadings/weights of all measurement items 




PHY1 0.8238 0.8592 
PHY2 0.7963 0.8178 PHY 
PHY3 0.8683 0.8844 
REL1 0.7871 0.7485 
REL2 0.7823 0.8455 
REL3 0.7854 0.8939 
REL 
REL4 0.7161 0.8828 
ACT1 0.8710 0.8966 
ACT2 0.9326 0.9369 ACT 
ACT3 0.9086 0.9095 
SQ1 0.9086 0.9551 
SQ2 0.9160 0.9607 SQ 
SQ3 0.9259 0.9420 
APP1 0.9099 0.8866 
APP2 0.8742 0.8909 APP 
APP3 0.8841 0.8897 
DUR1 0.9508 0.9500 
DUR2 0.9541 0.9628 DUR 
DUR3 0.9160 0.9125 
FUN1 0.8986 0.9121 
FUN2 0.9403 0.9342 FUN 
FUN3 0.9084 0.9146 
DEF1 0.9301 0.9334 DEF 
DEF2 0.9368 0.9440 
PQ1 0.9225 0.9245 
PQ2 0.9419 0.9364 PQ 
PQ3 0.9434 0.9374 
BEH1 0.8778 0.9084 
BEH2 0.8725 0.9394 BEH 
BEH3 0.7999 0.8835 
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Construct Dimension Post- transaction stage 
REL REL1-post 0.8329 
 REL2-post 0.9528 
 REL3-post 0.9331 
ACT ACT1-post 0.891 
 ACT2-post 0.9363 
 ACT3-post 0.9297 
SQ SQ1-post 0.9717 
 SQ2-post 0.9704 
 SQ3-post 0.9748 
APP APP1-post 0.9272 
 APP2-post 0.8746 
 APP3-post 0.9272 
DUR DUR1-post 0.9591 
 DUR2-post 0.962 
 DUR3-post 0.9248 
FUN FUN1-post 0.9442 
 FUN2-post 0.9541 
 FUN3-post 0.9458 
DEF DEF1-post 0.9583 
 DEF2-post 0.9579 
PQ PQ1-post 0.9413 
 PQ2-post 0.9381 
 PQ3-post 0.9513 
BEH BEH1-post 0.8818 
 BEH2-post 0.913 
 BEH3-post 0.925 
 
(b) Post-transaction stage 
 
 
6.3.2 Convergent validity 
Convergent validity is assessed by computing the Cronbach’s alpha, composite reliability, 
and the average variance extracted (AVE). Nunnally (1978) suggests 0.7 as a benchmark 
for both Cronbach’s alpha and composite reliability, while Hair et al (1998) suggests that 
the average variance extracted should be above 0.5. Table 6-6 summarizes the convergent 
validity test results for the three stages. Cronbach’s alpha and composite reliability of all 
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the constructs in all the three stages exceeds 0.7. None of the construct has a AVE less 
than 0.5. Thus, it could be concluded that convergent validity of the measurement model 
in all the three stages has been achieved 
 








PHY 3 0.767 0.869 0.689 
REL 4 0.770 0.852 0.590 
ACT 3 0.881 0.931 0.818 
SQ 3 0.905 0.941 0.841 
APP 3 0.871 0.919 0.791 
DUR 3 0.934 0.958 0.884 
FUN 3 0.903 0.940 0.839 
DEF 2 0.850 0.931 0.871 
PQ 3 0.929 0.955 0.876 
BEH 3 0.808 0.887 0.724 
 










PHY 3 0.814 0.890 0.730 
REL 4 0.863 0.907 0.709 
ACT 3 0.902 0.939 0.836 
SQ 3 0.949 0.967 0.908 
APP 3 0.867 0.919 0.790 
DUR 3 0.936 0.959 0.887 
FUN 3 0.909 0.943 0.847 
DEF 2 0.864 0.937 0.881 
PQ 3 0.925 0.953 0.870 
BEH 3 0.896 0.936 0.829 
 













REL 3 0.893 0.933 0.824 
ACT 3 0.908 0.942 0.845 
SQ 3 0.970 0.981 0.945 
APP 3 0.892 0.935 0.828 
DUR 3 0.944 0.964 0.900 
FUN 3 0.943 0.964 0.899 
DEF 2 0.907 0.957 0.918 
PQ 3 0.938 0.961 0.890 
BEH 3 0.890 0.933 0.822 
 
(c) Post-transaction stage 
 
 
6.3.3 Discriminant validity 
Discriminant validity reflects the extent to which the measurement items of each construct 
are distinctly different from each other. In a PLS context, one criterion for adequate 
discriminant validity is, a construct should share more variance with its measures than it 
shares with other constructs in a given model (Hulland, 1999). Following the rule 
suggested by Fornell and Larcker (1981), the average variance shared between a construct 
and its measures should be greater than the variance shared between the construct and 
other constructs in the model. Table 6-7 shows the inter-correlations between constructs, 
where the diagonal elements are the square roots of the AVE values calculated for each 
construct. To establish discriminant validity, off-diagonal elements should have values 
less than diagonal elements. As shown in the tables, the square roots of the AVE values 
are larger than the off-diagonal elements in all the three matrixes. Thus, discriminant 
validity is also established for the measurement models in the three stages. 
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Table 6-7 Assessment of discriminant validity 
Inter-correlation matrix   
Construct PHY REL ACT SQ APP DUR FUN DEF PQ BEH 
PHY 0.830                   
REL 0.602 0.768                 
ACT 0.497 0.580 0.904               
SQ 0.657 0.663 0.675 0.917             
APP 0.555 0.582 0.410 0.541 0.889           
DUR 0.393 0.432 0.411 0.452 0.476 0.940         
FUN 0.494 0.590 0.399 0.509 0.583 0.614 0.916       
DEF 0.485 0.517 0.479 0.537 0.473 0.610 0.583 0.933     
PQ 0.504 0.552 0.520 0.620 0.603 0.722 0.743 0.680 0.936   
BEH 0.405 0.460 0.370 0.427 0.427 0.475 0.498 0.466 0.619 0.851
 




Construct PHY REL ACT SQ APP DUR FUN DEF PQ BEH 
PHY 0.854          
REL 0.574 0.842         
ACT 0.485 0.554 0.914        
SQ 0.533 0.622 0.760 0.953       
APP 0.555 0.525 0.493 0.572 0.889      
DUR 0.292 0.303 0.358 0.432 0.450 0.942     
FUN 0.478 0.533 0.497 0.598 0.624 0.651 0.920    
DEF 0.380 0.486 0.435 0.510 0.430 0.566 0.660 0.939   
PQ 0.431 0.448 0.499 0.626 0.593 0.732 0.764 0.690 0.933  
BEH 0.453 0.447 0.496 0.565 0.597 0.477 0.477 0.452 0.630 0.910
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Inter-correlation matrix 
Construct REL ACT SQ APP DUR FUN DEF PQ BEH 
REL 0.908         
ACT 0.650 0.919        
SQ 0.681 0.849 0.972       
APP 0.433 0.423 0.523 0.910      
DUR 0.328 0.451 0.462 0.394 0.949     
FUN 0.382 0.445 0.476 0.666 0.515 0.948    
DEF 0.376 0.578 0.621 0.545 0.451 0.445 0.958   
PQ 0.385 0.510 0.628 0.423 0.713 0.691 0.666 0.943  
BEH 0.600 0.658 0.756 0.546 0.535 0.558 0.583 0.702 0.907
 
(c) Post-transaction stage 
 
 
In summary, the individual item reliabilities, the internal consistencies, and discriminant 
validity of the model are satisfactory. Once confidence is gained with respect to the 
measurement model, the structural model can be assessed to test the hypotheses in Chapter 
5. 
 
6.4 Analysis of the structural model 
A bootstrapping procedure generating 200 random samples of size 200 was used to 
estimate the significance of the path coefficients for both pre-transaction and transaction 
stages, while the same procedure but with 200 random samples of size 100 was used for 
post-transaction stage. Bootstrapping is a way of testing the reliability of the dataset. It is 
the creation of pseudoreplicate datasets by resampling. The pseudoreplicate datasets are 
generated by randomly sampling the original character matrix to create new matrices of 
the same size as the original. It is a common practice used to generate a set of reliable 
samples. Hypotheses testing are performed by examining the size, the sign, and the 
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significance of the path coefficients. All statistical tests were assessed using one-tailed t-
tests because our hypotheses are unidirectional in nature.  
 
6.4.1 Pre-transaction Stage 
Table 6-8 summarizes the t-value, indirect effect, and total effect of each construct. Figure 
6-1 shows the path coefficients of the pre-transaction stage structural model, as well as the 
variance in the dependent constructs that are explained by the model (R2). It could be 
observed that all the paths linking constructs are significant. Magnitude of the path 
coefficient reflects the relative importance of that particular path compared with others.  
 
 
Table 6-8 Pre-transaction stage path coefficients and their significances 
Effect 
of 
On Standardized path 







PHY SQ 0.319** 5.4537 - 0.319 
REL SQ 0.259** 3.4411 - 0.259 
ACT SQ 0.367** 6.1164 - 0.367 
APP PQ 0.102* 1.7954 - 0.102 
DUR PQ 0.296** 4.4815 - 0.296 
FUN PQ 0.307** 4.1972 - 0.307 
DEF PQ 0.175** 2.9216 - 0.175 
SQ BEH 0.137* 1.6893 0.181 0.234 
PQ BEH 0.534** 7.3879 - 0.534 
SQ PQ 0.181** 2.9735 - 0.181 




















* Significant at 5% level of significance 
** Significant at 1% level of significance 
 
Figure 6-1 Pre-transaction stage path coefficients  
 
 
Hypothesis 1, which states that perceived product quality is more important than perceived 
service quality in affecting customers’ behavioral intention at pre-transaction stage, is 
supported by the analysis results. As shown in the above figure, both product quality and 
service quality positively affect customers’ behavioral intention at current stage, but the 
effect of product quality is much larger than that of service quality (with a path coefficient 
of 0.534 compared with that of service, which is 0.234 (direct effect + indirect effect)). 
This result proves that customers’ main concern is the product and its quality before them 
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Hypothesis 2, which states that perceived service quality could not affect customers’ 
perception of product quality at pre-transaction stage, is not supported. In fact, the data 
analysis result not only shows that service quality has an impact on customers’ perception 
of product quality, it also shows that this impact is even stronger than some other factors, 
such as the appearance of the product.  
 
To further explore the impact of service quality on product quality, the framework is 
adjusted to directly link each individual service quality factor to product quality 
respectively while deleting the linkage between overall service quality and product quality. 
By doing this, we can identify if the three service quality factors work together to create 
an impact on the perception of product quality, or the effect is mainly from a particular 
dimension. It was found that the personal interaction dimension has a significant impact 
on customers’ perception of product quality, as shown in Figure 6-2. The other two factors 























* Significant at 5% level of significance 
** Significant at 1% level of significance 
 
Figure 6-2 Pre-transaction stage path coefficients – adjusted model  
 
 
6.4.2 Transaction Stage 
Table 6-9 summarizes the t-value, indirect effect, and total effect of each construct at 
transaction stage. Figure 6-3 shows the path coefficients of the structural model, as well as 
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Table 6-9 Transaction stage path coefficients and their significances 
Effect 
of 
On Standardized path 







PHY SQ 0.121* 2.0475 - 0.121 
REL SQ 0.238** 3.6595 - 0.238 
ACT SQ 0.570** 8.3075 - 0.570 
APP PQ 0.104* 1.7746 - 0.104 
DUR PQ 0.336** 5.4665 - 0.336 
FUN PQ 0.239** 3.6247 - 0.239 
DEF PQ 0.210** 3.5165 - 0.210 
SQ BEH 0.281** 4.1189 0.077 0.358 
PQ BEH 0.454** 7.0327 - 0.454 
SQ PQ 0.170** 2.9128 - 0.170 














* Significant at 5% level of significance 
** Significant at 1% level of significance 
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Hypothesis 3, which states that perceived product quality and service quality are equally 
important in affecting customers’ behavioral intention at transaction stage, is not 
supported. As shown in Figure 6-3, product quality has a greater direct impact on 
customers’ behavioral intention than service quality (with path coefficient of 0.454 versus 
0.281 of service quality). Even taking indirect impact into consideration, as shown in 
Table 6.10, product quality is still more important than service quality in affecting 
customers purchase intention.  
 
Hypothesis 4, which states that perceived service quality positively affect customers’ 
perception of product quality at transaction stage, is supported. To further explore this 
relationship, similar procedures as in previous section were conducted. The three service 
quality factors were examined one by one. Table 6-10 summarizes the path coefficients 
from each factor to overall product quality. It could be observed that, although personal 
interaction and physical aspects do have some impact on customers’ perception of product 
quality, their effects are non-significant according to the t-statistics.  Thus, H4a and H4b 
are not supported. Individual service quality factor does not significantly affect customers’ 
perception of product quality; however, collectively, they do influence customers’ 
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Table 6-10 Path coefficients from service quality factors to product quality 
Effect of On Standardized path coefficient 
t-value of 
the path Significance 
Physical environment. PQ 0.025 0.4204 - 
Reliability PQ 0.001 0.0148 - 




6.4.3 Post-transaction Stage 
Table 6-11 summarizes the t-value, indirect effect, and total effect of each construct at 
post-transaction stage. Figure 6-4 shows the path coefficients as well as the variance in the 
dependent constructs that are explained by the model (R2).  
 
 
Table 6-11 Post-transaction stage path coefficients and their significances 
Effect 
of 
On Standardized path 







REL SQ 0.224* 1.8086 - 0.224 
ACT SQ 0.704** 6.3525 - 0.704 
APP PQ 0.006 0.784 - 0.006 
DUR PQ 0.362** 4.7418 - 0.632 
FUN PQ 0.312** 3.7107 - 0.312 
DEF PQ 0.276** 4.0183 - 0.276 
SQ BEH 0.521** 7.0509 0.138 0.593 
PQ BEH 0.374** 5.0163 - 0.374 
SQ PQ 0.138* 1.7487 - 0.138 


















* Significant at 5% level of significance 
** Significant at 1% level of significance 
 
Figure 6-4 Post-transaction stage path coefficients  
 
 
Hypothesis 5, which suggests perceived product quality and service quality are equally 
important in affecting customers’ behavioral intention at post-transaction stage, is not 
supported by the data analysis result. As shown in Figure 6-4, at post-transaction stage, 
service quality plays a more important role in affecting customers’ behavioral intention. 
Service quality is even more important when taking indirect effect into consideration.  
 
Hypothesis 6, suggesting perceived service quality positively affect customers’ perception 
of product quality at post-transaction stage, is supported. Data shows that service quality 
positively affect customers’ perception of product quality. However, none individual 
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Analysis shows that the path coefficient from personal interaction to overall product 
quality is only 0.004, with a t-value too small to be significant. Thus, H6a is not supported.  
 
6.5 Segmentation Analysis 
As discussed previously, length of experience with a store is an important indicator of 
customer loyalty. For Alpha, the warranty period for most products that we studied is 5 
years. Thus, it is highly possible that customers who have more than 5-year experience 
with Alpha and its products have experienced at least one product cycle (from beginning 
until discarding). This group of customers may value different quality factors as important 
to their re-purchase decision compared with customers who have less than 5-year 
experience. Comparing the quality valuation of the two groups of customers could have 
important practical implications.  
 
Table 6-12 summarizes the number of respondents of each customer segment at each 
transactions stage. It could be observed that the survey captures a balanced number of 
respondents from each customer segment.  
 
Table 6-12 Customer segmentation according to length of experience with the store 
Stage First-time purchase No. of respond. Percentage
Pre-transaction < 5-year ago 155 56.4% 
 ≥ 5-year ago 120 43.6% 
Transaction < 5-year ago 126 44.4% 
 ≥ 5-year ago 158 55.6% 
Post-transaction < 5-year ago 44 66.7% 
 ≥ 5-year ago 66 33.3% 
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Figure 6-5 illustrates the relationships that have been examined and compared between the 
two segments of customers. At each transaction stage and for each customer segment, we 
are going to compare the values of links [1] and [2] to give the relative importance of 
product quality and service quality in affecting customers’ behavioral intention. By 
comparing the values of link [3] of the two groups of customers, we could get some idea 
about whether the way that service quality affects customers’ perception of product 
quality are different for the two customer segments. If service quality significantly affects 
the perceived product quality, we then examine links [4], [5], [6] respectively to find out 
which particular service quality factor affects the perceived product quality and to what 
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6.5.1 Pre-transaction Stage 
Table 6-13 summarizes the values of intended relationships and their t-values for each 
customer segment at pre-transaction stage. It can be observed that, for both customer 
segments, product quality is valued to be more important than service quality in affecting 
customers’ behavioral intention, and service quality (in particular, personal interaction) 
positively affects customers’ perception of product quality at this stage. These conclusions 
match our hypotheses testing results. However, service quality turns out to be too less 
important in affecting customers’ behavioral intention for customers who have shorter 
experiences with the store.  
 
Table 6-13 Segment analysis at pre-transaction stage 
 < 5-year customers ≥ 5-year customers 
Link No. Path coefficient T-value Path coefficient T-value 
[1] 0.052 0.3608 0.241** 2.4459 
[2] 0.596** 5.1978 0.479** 5.2405 
[3] 0.165* 1.6561 0.187** 3.1146 
[4] -- -- -- -- 
[5] -- -- -- -- 
[6] 0.096* 1.6809 0.155* 2.1702 
       * Significant at 5% level of significance   ** Significant at 1% level of significance 
       ‘--’ Too small to be significant  
 
 
6.5.2 Transaction Stage 
Table 6-14 summarizes the path coefficients and their t-values at transaction stage. It can 
be observed that the relationships between product quality and service quality identified in 
the two customer segments are very different. Results obtained from customer segment 
with more than 5-year experience coincide with the hypotheses testing results, where 
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product quality is more important than service quality in affecting customers’ behavioral 
intention, and service quality does not significantly affect the perceived product quality. 
However, for customer segment with less than 5-year experience with the store, service 
quality turns to be more important than product quality in affecting customers’ behavioral 
intention. At the same time, service quality positively affects customers’ perception of 
product quality. In particular, the personal interaction factor could affect the perceived 
product quality on its own.  
 
Table 6-14 Segment analysis at transaction stage 
 < 5-year customers ≥ 5-year customers 
Link No. Path coefficient T-value Path coefficient T-value 
[1] 0.351** 3.1079 0.260** 3.0392 
[2] 0.246* 2.1628 0.558** 7.4885 
[3] 0.268** 3.9306 0.100 1.1599 
[4] -- -- -- -- 
[5] -- -- -- -- 
[6] 0.184** 3.2398 -- -- 
       * Significant at 5% level of significance   ** Significant at 1% level of significance 
       ‘--’ Too small to be significant  
 
 
6.5.3 Post-transaction Stage 
Table 6-15 summarizes the path coefficients and t-values of the intended relationships at 
post-transaction stage. For both customer segments, service quality turns to be more 
important than product quality in affecting customer behavioral intention. However, for 
customers with more than 5 years with the store, the path coefficient from product quality 
to customer behavioral intention is so close to that of service quality that it could be 
concluded that product quality and service quality are equally important at post-
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transaction stage for this particular segment of customers. And although service quality 
positively affects customers’ perception of product quality for customers with more than 
5-year experience, which is the same as the hypotheses testing results, the effect is not 
significant for customers with less experience with the store. Similar as hypotheses testing 
results, no individual service quality factor significantly affects the perceived product 
quality for any customer segment.  
 
Table 6-15 Segment analysis at post-transaction stage 
 < 5-year customers ≥ 5-year customers 
Link No. Path coefficient T-value Path coefficient T-value 
[1] 0.6571** 11.9794 0.4506** 5.9556 
[2] 0.2621** 4.9226 0.4335** 5.4918 
[3] 0.0545 0.5744 0.1345* 2.2974 
[4] -- -- -- -- 
[5] -- -- -- -- 
[6] -- -- -- -- 
       * Significant at 5% level of significance   ** Significant at 1% level of significance 
       ‘--’ Too small to be significant  
 
 
6.6 Discussion of research findings 
Data analysis results give strong support to our argument that the whole customer 
experience with a store can be divided into three stages, and we should examine the 
relationship between the two quality aspects at each stage respectively. It is shown that the 
relationship between product quality and service quality is a dynamic process over time. 
The relative importance of product quality and service quality are very different at the 
three stages, as well as the way the service quality affects customers’ perception of 
product quality.  
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6.6.1 Pre-transaction stage 
As we expected, the main concern of customers at pre-transaction stage is product and its 
quality. After all, the ultimate objective of customers to shop at a store is to purchase an 
item that meets their needs. In terms of service, customers are concerned about whether 
the services provided could help them better understand the characteristics and features of 
the product, and thus, help them to make a better choice from various products. Our data 
shows that the most important service quality factor is the personal interaction between 
employees and customers. Customers care about whether employees have sufficient 
knowledge of the products’ features and whether they have the patience to explain these 
characteristics to customers. Also this personal interaction factor directly affects 
customers’ perception of product quality. This result reflects that, customers’ primary 
concern is still product and its quality.  
 
The differences between the two customer segments show that the relationship between 
product quality and service quality could be affected by the length of customers’ 
experience with the store. For customers who have more than 5 years experience with the 
store, service quality reasonably affects customers’ behavioral intention, although 
relatively less important than product quality. For customers who have less than 5 years 
experience, however, service quality is much less important that it cannot directly affect 
customers’ behavioral intention. This shows that as customers have more experience with 
the store and its products, they increasingly realize the important role that service quality 
plays through the whole process. Thus, besides product, service and its quality becomes an 
important aspect in their decision before visiting a store. For customers who have less 
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experience with the store (thus, less experience with the store’s service and its quality), 
they are only care about product quality. This implies that the importance of service 
quality in affecting customers’ behavioral intention increases as customers have more 
contact with the store. 
 
 The two findings have important implications to quality control and marketing of a 
company. Repeat customers rely on past experience, and first-timers usually rely on word-
of-mouth or just their first impression, to decide whether to shop with a store when they 
have a need. Thus, in order to keep repeat customers and attract more new customers, 
companies should firstly ensure high quality products, and they should effectively 
advertise or publicize this message to both existing and potential customers.  Besides this, 
companies should continuously work on maintaining high quality of services, as it 
becomes more important in affecting customers’ behavioral intention as they have longer 
experience with the store.  
 
It is interesting to find that the direct impact of service quality on customers’ behavioral 
intention is less than the impact of service quality on customers’ perception of product 
quality, especially for customers who have limited experience with the store. This implies 
that companies should emphasize how their services could help customers to better and 
easier select products, as the effect of service quality to customer satisfaction is more of an 
indirect nature.  
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6.6.2 Transaction Stage 
In general, at transaction stage, product quality is the most important factor that affects 
customers’ behavioral intention, which is contrary to our expectation. This result also 
contradicts previous literature findings. In their study of retail service quality, Sweeney 
and his colleagues (1997) show that service quality is twice as important as product 
quality in affecting customers’ willingness to buy at the time of purchase. Terblanche and 
Boshoff (2001) draw similar conclusion from their exploratory study of total retail 
experience. There are several possible explanations to this difference in our conclusion.  
 
Firstly, in both Sweeney et al. (1997) and Terblanche and Boshoff (2001), the study focus 
is service quality. As reflected in their survey instrument, most questions are regarding 
service quality. Only a small portion of the measurement items addressed to product 
quality, and aspects of product quality being measured were quite limited. To some extent, 
customers were “forced” to pay more attention to service quality in these studies. 
However, in our case, we use approximately equal number of questions to measure 
product quality and service quality. Also, the way that we breakdown each quality aspect 
into several factors are the same, which ensures that the two quality aspects are measured 
at the same level. As a result, in our study, customers could give equal attention to both 
aspects and thus, are able to give a more objective evaluation.  
 
Secondly, the difference in conclusions could be a result of different study contexts. In 
Terblanche and Boshoff’s work, they cover four types of retailing: fast food, clothing, 
supermarkets, and hardware store. Products covered in this approach are thus very broad, 
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from very small household commodities to possibly not-frequently-used big items. It is 
thus difficult to evaluate the importance of quality for a particular type of product. In 
Sweeney’s study, they focused on electrical appliance stores. Electrical products usually 
have many new features and sophisticated functions. It is more difficult for customers to 
explore or judge these features by themselves. Instead, they need to rely on employees’ 
introduction and demonstration to better understand the products. The characteristic of the 
products determines that customers need more service elements in that particular context. 
As a result, service quality turns out to be more important in their study. In our study, we 
focused on furniture items. Customers treat the purchase of such product more seriously 
than when purchasing household commodities, as they need to use the product for a 
relatively long time. At the same time, customers could rely on their own experience to 
make judgment on the quality of the products. Thus, the difference in our results and 
previous works could be explained by the difference in the study context.  
 
Our segmentation analysis explains another cause of this difference. For customers with 
less than 5 years experience with the store, service quality is actually more important than 
product quality in affecting their purchase decision, which is different from customers 
who have longer experiences with the store. As discussed in previous paragraph, 
customers treat the purchase of furniture products seriously and they rely on their past 
experience or common senses to make judgment on the products’ quality. However, if the 
customer has little experience with the store and its products, there is not enough 
information they could rely on to make judgment. As a result, they would rely on the store 
to provide necessary services to help them make decisions. Indeed, it is found that the 
personal interaction factor directly affects this group of customers’ perception of product 
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quality (while not for customers who have longer experience with the store), which is 
consistent with Sweeney’s (1997) findings.  
 
Another explanation is interesting and worth further exploration. In our case, the store 
being studied is famous for providing superior service quality. To retailing industry, 
services are used to help selling products. Service itself does not generate profits. Instead, 
it helps to build a more comfortable shopping environment where customer could choose 
products more easily and conveniently. This means, providing high quality services could 
lead customers to pay more attention on products.  As a result, customers may be more 
critical to product quality. If this is the case, high service quality actually leads to higher 
requirement of product quality at transaction stage. However, we are not able to conduct 
further study to validate this proposition. It could be explored in future studies. It should 
be noted that, this conclusion does not contradict to the common belief that superior 
service quality compensates the possible problems in product quality, as services in that 
case is mainly about after-sales services, where the function of services is to solve 
customers problems about products.  
 
6.6.3 Post-transaction Stage 
Our post-transaction stage analysis results are in line with previous Literature (e.g. Archer 
and Wesolowsky, 1996). We proved that service quality is more important than product 
quality in affecting customers’ behavioral intention. As we discussed in exploratory case 
study chapter, only a small portion of customers need or actually experience after-sales 
services, such as return and exchange. However, most customers still value these service 
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elements as important. This shows that even though they do not necessarily need these 
services, customers will feel more comfortable if they are ensured that the store will 
provide such services with high quality. 
  
Overall, service quality positively affects customers’ perception of product quality. 
However, for customers who have less experience with the store, this impact is 
insignificant. Customers with less experience have fewer chances to encounter product 
problems. As a result, they experience fewer services that are designed to complement 
products. Therefore, although they believe that service and its quality is very important to 
them at post-transaction stage, they have little chance to experience how service helps in 
the experience of using the product and affects their perception of product quality. The 
impact of service quality on customers’ perception of product quality increases as 
customers experience more services.  
 
6.6.4 Comparison between the three stages 
By comparing the relative importance and interrelationship between product quality and 
service quality at the three stages, it is obvious that all the relationships change from one 
stage to the other. 
 
Relative importance of product quality and service quality 
Figure 6-6 shows how service quality and product quality affects customers’ behavioral 
intention at different transaction stages. Figure 6-6(a) shows this relationship of the overall 
survey sample, while Figure 6-6(b) and Figure 6-6(c) show that of customer segments 
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with less than 5 years experience and more than 5 years experience respectively. It could 
be observed that, in all cases, service quality becomes increasingly important overtime 
while the importance of product quality decreases.  
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Figure 6-6 Relative importance of PQ and SQ in affecting 
customers’ behavioral intention at different stages 
 
 
The importance of service quality increases more dramatically for customers who have 
shorter experience with the store. At the beginning (pre-transaction stage), this group of 
customers do not even consider service quality to be important in their visiting decisions. 
However, it is found that since they are lack of experience with the store, services are 
needed to assist them shopping, and service quality becomes more important than product 
quality. And when they start to use the products, they consider service and its quality to be 
the most important factor in their repurchase decision. This shows the important role of 
service plays to relatively new customers.  
 
Customers who have more experience with the store value product quality to be more 
important through out the whole experience. Even at the post-transaction stage, where 
after-sales services are in great need, service quality is only slightly more important than 
product quality. Customers could obtain more product knowledge as they experience more. 
Overtime, they do not need many services to assist them while choosing products (i.e. at 
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transaction stage). Also, they have a clearer idea about the types of after-sales service the 
store can provide, as well as the occasions when they need those services. As a result, they 
have a more objective view towards the role that services play at post-transaction stage.   
 
Service quality affects customers’ perception of product quality 
Figure 6-7 shows how service quality affects customers’ perception of product quality at 
different stages and compares the difference between different customer segments. 
Personal interaction factor is the only service factor identified that could directly impact 
customer’s perception of product quality at certain stages. Figure 6-8 shows how this 






















Figure 6-7 the impact of service quality on the perceived product quality 
 
 




















Figure 6-8 the impact of personal interaction on the perceived product quality 
 
 
It could be observed that how service quality affects customers’ perception of product 
quality greatly depends on how much service the customers need. For customers who are 
very experienced with the store, little services are required unless there are problems with 
the product at post-transaction stage (where exchange or repair service is needed). As a 
result, service quality decreasingly affects their perception of product quality. No matter 
how knowledgeable or kind the service staff are, it hardly affects those customers’ 
evaluation of the product. For customers who are less experienced and thus rely on 
services (especially service staff), the quality of these services greatly affect their 
perception of product quality. This further explains why service quality becomes more 
important than product quality itself at transaction stage for less experienced customers. 
Although the way that service quality affects customers’ perception of product quality is 
different for various customers, this relationship follows dynamic process overtime for 
any kind of customers.  
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6.7 Conclusion 
In this chapter, we tested the six hypotheses raised in Chapter 4. Hypothesis about the 
relative importance of product quality and service quality at the pre-transaction stage is 
supported, but not for the other two stages. For transaction stage, product quality turns out 
to be more important than service quality in affecting customers’ behavioral intention, 
while the relationship is reversed at post-transaction stage.  
 
Service quality has been confirmed to affect customers’ perception of product quality at 
all the three stages, but to different levels. This effect is most significant at pre-transaction 
stage, but less in the other two. Some of our conclusions are not completely in line with 
previous literature, but this difference could be explained by the different contexts, as well 
as different research objectives.  
 
We also conducted a customer segmentation analysis. It is shown that the length of a 
customer’s experience with a store could affect the relationships between product quality 
and service quality that have been studied in this project. Nonetheless, for all types of 
customers, the relationships between product quality and service quality follow dynamic 
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Chapter 7 Conclusion 
 
7.1 Introduction 
In order to answer the research questions raised in this thesis, we have developed some 
hypotheses based on both literatures and exploratory case study. A survey was conducted 
among 2,600 customers of a furniture store in a series of three stages to test these 
hypotheses.  
 
This chapter presents a summary of the research findings. Their theoretical and managerial 
implications are also described. Finally, we discuss the limitations of this project, and 
propose the main areas for future research.  
 
7.2 Research findings 
This thesis examines the impact of service quality and product quality on customers’ 
behavioral intention in a series of three experiencing stages: pre-transaction, transaction, 
and post-transaction, in the context of retail stores that sell durable goods and provide 
necessary services to assist the sales. In particular, it aims to find answers to the following 
research question: How do product quality and service quality affect customer’s 
behavioral intention over time? 
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Six hypotheses are raised, two for each stage. The first two hypotheses deal with the pre-
transaction stage. We found that product quality is more important than service quality in 
affect customers’ behavioral intention, and service quality positively affects customers’ 
perception of product quality. In particular, personal interaction directly affects the 
perceived product quality. 
 
Hypotheses 3 and 4 examine the relationship of the two quality aspects at transaction stage. 
We found that, product quality is more important than service quality in affecting 
customers’ behavioral intention. Overall service quality is found to have impact on 
customers’ perception of product quality, but no particular service factor directly affects 
the perceived product quality.  
 
Hypotheses 5 and 6 discuss about the relationship of the two quality aspects at post-
transaction stage. It was found that, service quality is more important than product quality 
in affecting customers’ behavioral intention. Similar as transaction stage, overall service 
quality affects customers’ perception of product quality, but no particular service factor 
has direct impact on the perceived product quality. Table 7-1 summarizes the research 
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Table 7-1 Research findings summary 
 Hypotheses Result 
Hypothesis 1 At pre-transaction stage, product quality is more 
important than service quality in affecting customers’ 
behavioral intention 
Supported 
   
Hypothesis 2 At pre-transaction stage, service quality does not have 
impact on customers’ perception of product quality  
Not 
supported 
   
Hypothesis 3 At transaction stage, product quality and service quality 




   
Hypothesis 4 At transaction stage, service quality positively affects 
customers’ perception of product quality 
Supported 
   
Hypothesis 4a At transaction stage, quality of physical aspects 




   
Hypothesis 4b At transaction stage, quality of personal interaction 




   
Hypothesis 5 At post-transaction stage, product quality and service 




   
Hypothesis 6 At post-transaction stage, service quality positively 
affects customers’ perception of product quality 
Supported 
   
Hypothesis 6a At post-transaction stage, quality of personal interaction 






7.3 Implication for theory 
There are three implications for theories derived from this project. Firstly, our study 
examines the relative importance of product quality and service quality, as well as their 
interrelationship, in a series of three stages. Most previous literature only focus on one 
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quality aspect, or emphasize that both are important without specifying which one plays a 
more significant role. Even for those who do examine the two quality aspects in some 
integrated framework, they usually take the whole customer experience with a store as a 
one time issue (such as in Terblanche and Boshoff’s (2001) study) or only focus on a 
particular stage, most of the time, transaction stage (such as in the study of Sweeney et al. 
(1997)). Our results show that product quality and service quality play different roles in 
affecting customers’ behavioral intention at different stages. Their relationships follow 
dynamic processes overtime. Thus, in future research, it is valuable to study the 
relationship between the two quality aspects, and differentiate their roles in different 
stages. Such longitudinal approaches may yield more accurate understandings on the 
impact of quality (product and service) on customer satisfaction.   
 
Secondly, we extend the research on product and service quality to the pre-transaction 
stage, as most previous works only focus on transaction and post-transaction stages. We 
show that since customer’s ultimate objective of shopping with a store is to choose an item 
that meets their needs, product quality is customers’ main concern while making a 
shopping decision. This enriches current understandings of customers’ decision making 
process.  
 
Thirdly, our transaction stage results are not totally consistent with previous literature. In 
our study context, we show that for customers who have long experience with the store, 
product quality is more important than service quality in affecting their purchase decision. 
This result is important because most researchers believe that service plays a more 
important role in customers’ purchase decision while shopping, and many research works 
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have supported this belief. However, our result shows that this belief does not hold for 
every context. The role that service could play depends on many other factors, such as the 
length of experience with the store. Comparing the context of our study and previous 
literature, it could be found that product type could be another factor that affects this 
relationship between the two quality aspects. Firstly, the type of the product decides what 
kinds of services are needed, which to some extent affects the relative importance of the 
two quality aspects in affecting customers’ purchase decision. Secondly, the type of 
product affects the impact of service quality on customers’ perception of product quality. 
Usually, service quality has a greater influence on the perceived product quality if that 
particular product requires more service elements. Therefore, the relationship between the 
two quality aspects could be very context specific and depends on many other factors. 
Service is not always the most important factor. In contexts similar to our study, we have 
to rethink the role that service plays.  
 
7.4 Implication for practice 
This research project has two important practical implications. Our findings show that the 
roles that product and service quality play in affecting customers’ behavioral intention as 
well as their interrelationships are different at different stages. Consequently, managers 
should be able to better allocate their resources and efforts in improving product and 
service qualities at each stage based on these understandings. First of all, the store should 
provide high quality products to their customers, as product quality is customers’ main 
concern, especially in the long run. For services, the interaction between service staff and 
customers are very important at transaction stage, especially for new customers. 
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Employees need to be trained to have sufficient knowledge of the products, and they have 
to be patient to answer customers’ questions. It is important for managers to understand 
how service quality affects product quality and to what extent. They could then design 
new services to more effectively help customers choose products. At post-transaction, 
service staff’ training could focus on how to handle repairs and customer complains 
instead of how to answer customers’ enquiries of products, as staff’ knowledge of 
products could not directly affect customers’ perception of product quality any more.  
 
A second major finding indicates that different types of customers have different 
requirements of product quality and service quality, suggesting managers to apply 
customer-tailored strategies in promoting the store’s products and services. In context 
similar to our study, service is more important to new customers compared with long-term 
repeat customers. To maintain repeat customers, however, the store should continuously 
provide high quality products, which appears to be the most important factor that drives 
customers to the store again and again.  
 
7.5 Limitations of this research and future directions 
Our study has several limitations. First, due to the time and resource constrains, we are 
only able to conduct an in-depth study in one company. This approach limits the study 
context and thus, limits the generalization ability of the results. Future research should 
conduct case studies and surveys in various stores with different products to further test 
our conclusions.  However, it should be noted that, survey measurement items could vary 
for different product types.  
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Second, our research does not include new service elements such as Internet. In fact, at 
both pre-transaction stage and post-transaction stages, Internet or to be more specific, the 
company’s website plays a more and more important role. The company’s website 
provides customers necessary product and service information, thus, provides customers 
the opportunity to get in touch with the company and its products even before they come 
to the store. With website, customers do not only rely on past experience and word-of-
mouth to make decisions, but actually start to experience a company’s service even before 
they visit a store, that is, at pre-transaction stage. This may raise customers’ needs for 
services at pre-transaction stage, while possibly reduce the needs of services at later stages, 
and thus, affects the relationship between the two quality aspects at all the three stages. At 
post-transaction stage, customers could obtain more product information via website, 
make return and exchange requests online, and even register their complaints on the 
website. This may change the structure of after-sales services and thus, affect the 
relationships between product quality and service quality. Future research could explore 
the relationships discussed in our study with new service elements.   
 
Our research also raises another question for future study. Generally speaking, customers’ 
evaluation of a store’s product and service quality at pre-transaction stage come from their 
past experiences, especially their latest experience (post-transaction stage). That is to say, 
the factors that significantly affect customers’ future purchase intention at post-transaction 
stage should be equally important in affecting their decisions at next pre-transaction stage. 
In that case, if service quality is the most important factor in affecting customers’ 
repurchase intention at post-transaction stage, it should be the most important factor at 
pre-transaction stage as well. However, as shown in our data, it is product quality that is 
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most important to customers at pre-transaction stage. This contradiction should be 
explored in future studies.  
 
Future study could also try to expand our study to include other quality measurement 
models, such as Kano model. As the importance level of product and service quality 
factors vary overtime, it would be interesting to find out which factors are the basic 
“musts” and which are “delighters” at each stage and how their positions change over time.  
 
7.6 Conclusion 
Product quality and service quality both play important roles in affecting customers’ 
behavioral intention. In order to better understand the roles of these two quality aspects, 
we conducted both case study and customer surveys to give new insights to their 
relationships. Our research finds that the relative importance of the two quality aspects, as 
well as their interrelationships is different at different experience stages. These findings 
have important implications to both literature and industrial managers. They help 
managers to better understand the two quality aspects, and thus, better balance their effort 
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Instructions: The following set of statements relate to your feelings about ALPHA products and services. For 
each statement, please indicate the extent to which you agree or disagree with the statement. Circling “1” means 




1 2 3 4 5 6 7 






We are conducting a survey regarding the products and services provided by 
Alpha. In particular, we are colleting your opinions regarding “bulky” items (e.g. 
sofas, beds, wardrobes, storage, etc.) and the services around them.  
The questionnaire should take less than 10 minutes to complete. We would 
appreciate if you could answer all the questions. When a precise answer is not possible, 
please try to give your best approximation instead of leaving the answer blank. All 
information will be kept strictly confidential  
 Each completed questionnaire will receive a small token of appreciation. 
 
Thank You & Best Regards 
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Before you come to ALPHA today, what do you think of ALPHA SERVICES? 
 
 Strongly Disagree 
Strongly 
Agree 
1.  The physical facilities (e.g. decoration and shopping tools) at this store are visually 
     appealing. 1 2 3 4 5 6 7
2.  Catalogues, product information statements, and signboards will provide me sufficient  
      information to make the shopping easier. 1 2 3 4 5 6 7
3.  The store will provide me a pleasant and convenient shopping environment. 1 2 3 4 5 6 7 
4.  The store will provide me clean public areas (e.g. restrooms). 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
 5.  When the store promises to provide certain services, it will do so. 1 2 3 4 5 6 7
 6.  The store will offer a sufficient wide range of products. 1 2 3 4 5 6 7 
 7.  The store will have products in stock when I want them. 1 2 3 4 5 6 7
 8.  The store is willing to accept return and exchange of products. 1 2 3 4 5 6 7
 9.  The store accepts most debit and credit cards and ensures error-free transaction. 1 2 3 4 5 6 7
10. The store has operating/opening hours which are convenient for me. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
11. Employees in this store will have sufficient knowledge to answer my questions. 1 2 3 4 5 6 7
12. Employees in this store will always be ready to respond to my requests. 1 2 3 4 5 6 7
13. Employees in this store will give me prompt service. 1 2 3 4 5 6 7





Agree If you have visited ALPHA website before, please answer the following two questions. 
Otherwise, please go to question 17.        
15. ALPHA website provides sufficient information about ALPHA products and 
services. 1 2 3 4 5 6 7
16. The design of the company’s website is attractive and makes it easy for me to find  
      wanted information. 1 2 3 4 5 6 7
 
In summary, ALPHA services will be… Strongly Disagree 
Strongly 
Agree 
17. The store will provide me with high quality services. 1 2 3 4 5 6 7
18. The general quality of various services will meet my expectation. 1 2 3 4 5 6 7
19. Overall, I consider the store’s services to be excellent. 1 2 3 4 5 6 7
 




Before you come to ALPHA today, what do you think of ALPHA PRODUCTS? 
 
 Strongly Disagree 
Strongly 
Agree 
20. The products look appealing to me. 1 2 3 4 5 6 7
21. The products have the right color combination. 1 2 3 4 5 6 7
22. I like the shape of the products. 1 2 3 4 5 6 7
23. I like the styling of the products. 1 2 3 4 5 6 7
24. I like the texture of the products. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
25. The products will last a long time. 1 2 3 4 5 6 7
26. The products can withstand intensive and repeated use. 1 2 3 4 5 6 7
27. The products are solid. 1 2 3 4 5 6 7
28. The products can withstand occasional misuse. 1 2 3 4 5 6 7
29. The products don’t break easily. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
30. The products serve their intended purpose fully. 1 2 3 4 5 6 7
31. The products have functions which meet my needs. 1 2 3 4 5 6 7
32. The products are properly designed to make them convenient to use. 1 2 3 4 5 6 7
33. The products perform up to my expectation. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
34. There is a low possibility that the products contain defect. 1 2 3 4 5 6 7
35. The products are manufactured according to their specifications. 1 2 3 4 5 6 7
36. All the components of the products are in good condition. 1 2 3 4 5 6 7
 
In summary, ALPHA products will be… Strongly Disagree 
Strongly 
Agree 
37. The store will provide high quality products to customers. 1 2 3 4 5 6 7
38. The quality of ALPHA products will meet my expectation. 1 2 3 4 5 6 7
39. Overall, I consider ALPHA products to be excellent. 1 2 3 4 5 6 7
 





Let’s talk about your SATISFACTION 
 
1. Overall, I believe/feel that my shopping experience with ALPHA would be…  
    (Please circle a number from each line) 
 
1. Completely Dissatisfied 1 2 3 4 5 6 7 Completely Satisfied 
         
2. Completely Unfavorable 1 2 3 4 5 6 7 Completely Favorable 
         
3. Very Unpleasant 1 2 3 4 5 6 7 Very Pleasant 
         
4. I don’t like it at all 1 2 3 4 5 6 7 I like it very much 
 
2. Please indicate how likely you are to take the following actions. 
 








1. I am willing to visit and shop with 
    ALPHA. 1 2 3 4 5 6 7 
2. I will choose ALPHA for furniture 
    purchase. 1 2 3 4 5 6 7 
3. Compared with other furniture stores,  




Please tell us about yourself…. 
 
Gender           □ Male        □Female  
 
Age Group     □ under 25    □ 25 to 30    □31 to 40    □ 41 to 50    □ 51 to 60    □ above 61 
 
When did you first buy an ALPHA product? 
            □ Never   □ ≤ 1 year      □ 2 – 5 years ago    □ 5 – 10 years ago      □ ≥ 10 years ago 
 
How often do you visit ALPHA?        
            □ Never   □ 1 to 2 times per year   □ 3 to 6 times per year   □> 6 times a year 
 
Are you going to buy any “bulky” items (such as sofas, beds, wardrobes, etc.) in this visit?      □ Yes      □ No 
 





































                                                                                             
 
 






Instructions: The following set of statements relate to your feelings about ALPHA products and services. For 
each statement, please indicate the extent to which you agree or disagree with the statement. Circling “1” means 




1 2 3 4 5 6 7 







We are conducting a survey regarding the products and services provided by 
ALPHA. In particular, we are colleting your opinions regarding “bulky” items (e.g. 
sofas, beds, wardrobes, storage, etc.) and the services around them.  
The questionnaire should take less than 10 minutes to complete. We would 
appreciate if you could answer all the questions. When a precise answer is not possible, 
please try to give your best approximation instead of leaving the answer blank. All 
information will be kept strictly confidential  
 Each completed questionnaire will receive a small token of appreciation. 
 
Thank You & Best Regards 
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1.  The physical facilities (e.g. decoration and shopping tools) at this store are visually  
     appealing. 1 2 3 4 5 6 7
2.  Catalogues, product information statements, and signboards provide me sufficient  
     information to make shopping easier. 1 2 3 4 5 6 7
3.  The store provides me a pleasant and convenient shopping environment. 1 2 3 4 5 6 7 







 5.  When the store promises to provide certain services, it will perform to its promise. 1 2 3 4 5 6 7
 6.  The store offers a sufficient wide range of products. 1 2 3 4 5 6 7 
 7.  Items I want are always available (not out of stock). 1 2 3 4 5 6 7
 8.  The store is willing to accept return and exchange of products. 1 2 3 4 5 6 7
 9.  The store accepts most debit and credit cards and ensures error-free transaction. 1 2 3 4 5 6 7







11. Employees in this store have sufficient knowledge to answer my questions. 1 2 3 4 5 6 7
12. Employees in this store are always ready to respond to my requests. 1 2 3 4 5 6 7
13. Employees in this store give me prompt service. 1 2 3 4 5 6 7
14. Employees in this store are courteous to me. 1 2 3 4 5 6 7
 
 
In summary, what do you think of ALPHA services? Strongly Disagree 
Strongly 
Agree 
15. The store provides high quality services to customers. 1 2 3 4 5 6 7
16. The quality of services meets my expectation. 1 2 3 4 5 6 7
17. Overall, I consider the store’s services as excellent. 1 2 3 4 5 6 7
 
 






What do you think of ALPHA PRODUCTS? 
 
 Strongly Disagree 
Strongly 
Agree 
18. The products look appealing to me. 1 2 3 4 5 6 7
19. The products have the right color combination. 1 2 3 4 5 6 7
20. I like the shape of the products. 1 2 3 4 5 6 7
21. I like the styling of the products. 1 2 3 4 5 6 7
22. I like the texture of the products. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
23. The products can last a long time. 1 2 3 4 5 6 7
24. The products can withstand intensive and repeated use. 1 2 3 4 5 6 7
25. The products are solid. 1 2 3 4 5 6 7
26. The products can withstand occasional misuse. 1 2 3 4 5 6 7
27. The products do not break easily. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
28. The products serve their intended purpose fully. 1 2 3 4 5 6 7
29. The products have functions which meet my needs. 1 2 3 4 5 6 7
30. The products are properly designed to make them convenient to use. 1 2 3 4 5 6 7
31. The products perform up to my expectation. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
32. There is a low possibility that the products contain defect. 1 2 3 4 5 6 7
33. The products are manufactured according to its specification. 1 2 3 4 5 6 7
34. All the components of the products are in good condition. 1 2 3 4 5 6 7
 
In summary, what do you think of ALPHA products? Strongly Disagree 
Strongly 
Agree 
35. The store will provide high quality products to customers. 1 2 3 4 5 6 7
36. The quality of ALPHA products meets my expectation. 1 2 3 4 5 6 7
37. Overall, I consider ALPHA products to be excellent. 1 2 3 4 5 6 7
 




Let’s talk about your SATISFACTION 
 
1. Overall, I feel that my shopping experience with ALPHA is……            (Please circle one number from each line 
below) 
 
1. Completely Dissatisfied 1 2 3 4 5 6 7 Completely Satisfied 
         
2. Completely Unfavorable 1 2 3 4 5 6 7 Completely Favorable 
         
3. Very Unpleasant 1 2 3 4 5 6 7 Very Pleasant 
         
4. I don’t like it at all 1 2 3 4 5 6 7 I like it very much 
 
 
2. Please indicate how likely you are to take the following actions. 
 








1. I am willing to buy products from  
    ALPHA. 1 2 3 4 5 6 7 
2. I will choose ALPHA for my next  
    furniture purchase. 1 2 3 4 5 6 7 
3. I will recommend ALPHA to others  




Please tell us about yourself…. 
   
Gender           □ Male        □Female  
 
Age Group     □ under 25    □ 25 to 30    □31 to 40    □ 41 to 50    □ 51 to 60    □ above 61 
 
When did you first buy an ALPHA product? 
            □ Never   □ ≤ 1 year      □ 2 – 5 years ago    □ 5 – 10 years ago      □ ≥ 10 years ago 
 
How often do you visit ALPHA?        
            □ Never   □ 1 to 2 times per year   □ 3 to 6 times per year   □> 6 times a year 
 
Are you going to buy any “bulky” items (such as sofas, beds, wardrobes, etc.) in this visit?      □ Yes      □ No 
 


































Dear Alpha customer, 
 
We are conducting a customer survey regarding your experience with Alpha products and 
services. Your feedback is very important to our research and in helping Alpha to 
improve its services so as to serve you better in the future. 
 
The questionnaire should take less than 15 minutes to complete. We would appreciate if 
you could answer all the questions. When a precise answer is not possible, please give 
your best approximation instead of leaving the answer blank. All information will be kept 
strictly confidential  
 
Our research team will donate $1 to Singapore Red Cross Society for each returned 
questionnaire. Please help us to answer the questionnaire and at the same time, contribute 
to charity!   
 







Dr. Chai Kah Hin / Ms. Ren Yu 
Engineering Management Research Group 
Department of Industrial & Systems Engineering 














Together with the Engineering Management Research Group (at the Department of 
Industrial and Systems Engineering) of National University of Singapore, we are 
conducting a customer survey. 
 
Through this survey, we hope to understand your needs and expectation so that we can 
continue to serve you better. This is part of our continuing effort to improve our products 
and services. 
 
Your assistance in answering the short questionnaire is greatly appreciated. All individual 
response will be kept confidential. The results will only be analyzed and reported at an 





Alpha Singapore Store 
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Customer Satisfaction Survey 
 
 
Instructions: The following set of statements relate to your feelings about ALPHA products and services. For 
each statement, please indicate the extent to which you agree or disagree with the statement. Circling “1” means 
that you Strongly Disagree with the statement, and circling “7” means that you Strongly Agree.  
 
1 2 3 4 5 6 7 





What do you think of ALPHA Delivery Services?  
 
 Strongly Disagree 
Strongly 
Agree 
1. The delivery team arrived at the time it promised to do so. 1 2 3 4 5 6 7
2. Furniture items were in good condition (no damaged or missing components) after  
    delivered. 1 2 3 4 5 6 7
3. Delivery/assembly workers were courteous to me. 1 2 3 4 5 6 7
4. Whenever problems occurred (such as missed components or damaged products  
    during delivery or assembly), the store resolves the problems efficiently. 1 2 3 4 5 6 7
5. (Please answer this question if assembly work was executed) The workers were able to   




What do you think of other ALPHA Services besides delivery? 
 
 Strongly Disagree 
Strongly 
Agree 
6.  The store is willing to accept return and exchange. 1 2 3 4 5 6 7
7.  Employees in this store are able to handle customer requests (such as complaints,  
     return, and exchange) immediately. 1 2 3 4 5 6 7
8.  Whenever customers encounter problems with the products, the store resolves the    




 Strongly Disagree 
Strongly 
Agree 
 9.   Employees in this store have sufficient knowledge to answer my questions. 1 2 3 4 5 6 7
10.  Employees in this store are always ready to respond to my requests. 1 2 3 4 5 6 7
11.  Employees in this store give me prompt service. 1 2 3 4 5 6 7






Agree If you have received ALPHA newsletters before, please answer the following two questions. 
Otherwise, go to question 15.        
13. ALPHA newsletters are visually appealing. 1 2 3 4 5 6 7
14. ALPHA newsletters provide interesting information about new products, promotion  
      activities, tips on how to better use the products, and so on. 1 2 3 4 5 6 7
        
If you have visited ALPHA website before, please answer the following two questions. 
Otherwise, go to question 17.        
15. The company’s website provides sufficient information to help me on how to use and  
      take care of the products. 1 2 3 4 5 6 7
16. The design of the company’s website makes it easy for me to find wanted  
      information (such as product updating and product maintenance). 1 2 3 4 5 6 7
 
 
In summary, what do you think of ALPHA services? Strongly Disagree 
Strongly 
Agree 
17. The store provides high quality services to customers. 1 2 3 4 5 6 7
18. The general quality of various services meets my expectation. 1 2 3 4 5 6 7
19. Overall, I consider the store’s services as excellent. 1 2 3 4 5 6 7
 
 














What do you think of ALPHA PRODUCTS? 
 
 Strongly Disagree 
Strongly 
Agree 
20. The products look appealing to me. 1 2 3 4 5 6 7
21. The products have the right color combination. 1 2 3 4 5 6 7
22. I like the shape of the products. 1 2 3 4 5 6 7
23. I like the styling of the products. 1 2 3 4 5 6 7
24. I like the texture of the products. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
25. The products can last a long time. 1 2 3 4 5 6 7
26. The products can withstand intensive and repeated use. 1 2 3 4 5 6 7
27. The products are solid. 1 2 3 4 5 6 7
28. The products can withstand occasional misuse. 1 2 3 4 5 6 7
29. The products do not break easily. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
30. The products serve their intended purpose fully. 1 2 3 4 5 6 7
31. The products have functions which meet my needs. 1 2 3 4 5 6 7
32. The products are properly designed to make them convenient to use. 1 2 3 4 5 6 7
33. The products perform up to my expectation. 1 2 3 4 5 6 7
 
 Strongly Disagree 
Strongly 
Agree 
34. There is low possibility that the product contains defect. 1 2 3 4 5 6 7
35. The product is manufactured according to its specification. 1 2 3 4 5 6 7
36. All the components of the product are in good condition. 1 2 3 4 5 6 7
 
In summary, what do you think of ALPHA products? Strongly Disagree 
Strongly 
Agree 
37. The store will provide high quality products to customers. 1 2 3 4 5 6 7
38. The quality of ALPHA products meets my expectation. 1 2 3 4 5 6 7
39. Overall, I consider ALPHA products to be excellent. 1 2 3 4 5 6 7
 
 
Any other comments about ALPHA products?  ___________________________________________________ 
_______________________________________________________________________________________ 
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Let’s talk about your SATISFACTION 
 
1. You have been ALPHA’s customer for sometime now; overall, you feel that your experience with ALPHA 
is ……                                                                                                            (Please circle a number from each line) 
 
1. Completely Dissatisfied 1 2 3 4 5 6 7 Completely Satisfied 
         
2. Completely Unfavorable 1 2 3 4 5 6 7 Completely Favorable 
         
3. Very Unpleasant 1 2 3 4 5 6 7 Very Pleasant 
         
4. I don’t like it at all 1 2 3 4 5 6 7 I like it very much 
 
2. Please indicate how likely you are to take the following actions. 
 








1. I will visit and purchase from 
ALPHA  
    again. 
1 2 3 4 5 6 7 
2. I will choose ALPHA for my next  
    furniture purchase. 1 2 3 4 5 6 7 
3. I will recommend ALPHA to others  
    (friends, relatives, colleagues). 1 2 3 4 5 6 7 
 
 
Please tell us about yourself…. 
 
Name __________________________________________ Gender      □ Male        □Female  
 
Age Group      □ under 25    □ 25 to 30    □31 to 40    □ 41 to 50    □ 51 to 60    □ above 61 
 
When did you first buy an ALPHA product?  
                        □ Never   □ ≤ 1 year      □ 2 – 5 years ago    □ 5 – 10 years ago      □ ≥ 10 years ago 
 
How often do you visit ALPHA?        
                        □ Never   □ 1 to 2 times per year   □ 3 to 6 times per year   □> 6 times a year 
 
Have you bought “bulky” items (such as sofas, wardrobes) from ALPHA before?       □ Yes       □ No 
 
Phone ____________ E-mail ____________________________________________ 
 
Thank you! 
